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is dynamic local programming! 

To Sell To Kansans / Buy KTVH 



KTVH supplements its CBS schedule with strong and dynamic 
local programming. The KTVH personalities are familiar friends 
to 327,070 TV homes in Wichita, and 53 counties, in prosperous 
Central Kansas. It takes Tall Tower Power-and KTVH local 
programming — to sell Kansans. 
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WICHITA /HUTCHINSON 
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IDAY AT 

CCs Henry, Rep. Rogers Argue Fees 

^ASiitN&'EiS = — Sparring between Rep. Waiter Rogers and FCC chairman E. 
/illiam Henry over commission's right to charge fees far license appHeatioUS 
nd renewals was fairly sedate at last week% House Commnniimtions SSubcom- 
lifted hearing. Chairman Rogers* holding hearings on own hill to bar FCC 
Mm fee Mtttlgj tiOl his how familiar stand that FCC lad « authority to aw 
, this matter without specific mandate from Congress. In feist, Rogers' view 
thai -none of ^downtown' 5 fepJatKf agencies have lb® tight, and FCC IS only 
aft h#ll go afiei, — 



said commission banks its 
if» on ^WJSi.CT 5 * V) enacted 
tto Jhflependent fiffices; Appropria.'- 
m Act in ItSA* wMch entitles -ageu- 
es to charge or to revise fees, in 
rdcr to help ceaapjBBff lOsiS 0.1 frO- 
mm Mwam- Rogers promptly 
tsscd add. water on, legaliEy of elause 

Henry tried, to: show reasKnafelefless 
t FCC in fee titling. CMgpiJly, po- 
ised fees Jbr at) sendees — broad- 
band non broadcast — would ha-ve 

i) mt jfi,7Jf,000, but was sealed, 
Jpa In ittrrent charges to : $3,?50»flO13, 
said this Merely indicated. 
K feCC could revise a: will and 
hat « to Stop it ten doubfing, 
Hpiiifl of halving the fees on some 

mm oe^sftfi 

PPCC Kcensing fees have been sUh- 
ct to court challenge If n«%w4- 
ist interests, y... I. COnrt of Appeals 
is allowed agency to go ahead with 
:he*je| Mar. 17 starting dam for 
WL hut money roust be held in 
;er@w, for return to licensees if caurt 
itimaiely rules charges are Invalid. 
jSpiPl i and renewal , 

$50, 

jth mfeor charges' sMlt-d; to lower 

>StS.>: 

BRC chafrmsu said if legislative ap* 
©asli is preferred by Oon^pess, it 

aO be all right with commission — 
■;■ r _ lr s ,, ,, ^, ^ > , ,s 

mnrs. Butlfy : afil Pordji Henry. 
JOted Appropriations; and' Commerce 
jwimittft hiatlflgs that pmien, Wat- 
n Magnnson and Rep, Oren Harris 
■MM&f aS adiwitfing FCC has an- 
ority ,to sharge fees. Hen^ says it 
also in line With President Johnson's 
wnonjy ih gowrnwent prossam^, and 
tth Bntean of HM Budget mown? 
endation, 

eounsel Douglas A. Anello 
mm 'wig, ft^s .that only 
ingress should deride when an agen- 
Kttli (ESpMhfiflJW te§» t© charge fees, 
id Cbngpess should set s^hed^ules, 
Wh,eaflflgs by appropriate eomnrit^ 



icast Corps i$n 

as aid to worlds needy 

Mm VcsiK^A tadlo and teieyision 

B Btoadeast Corps/' sitoilaT in purpose 
and pursuit to the Peace CjorpSi was 
urged, last wee! hy LioniTd EE. 'Gold- 
enson, American Broadeastmg-Para- 
mount Theatres prisidenl, when he 
Was presented International Radio and 
Television foeiety's 1 964 Gold Medal 
Award for "outstanding eonfiributions 
to broadcasting fndusfty7' 

Goldenson stressed that Broadcast 
Corps ■eouid help ""dispel daritttess of 
poverty and ignorance' 3 through much 
of die world by resolving shortage of 
.creative^ ,t»fhn|jai, production, and 
managmient personnel whieh, along 
with physical and economic barriers^ 
is bioefctng communication growth. 

Noting the l f 2HQ stations and 72 
mlllon sets outsjle the UMm Se said 
his company's ABC Infernafional 4 with 
privateiy owned latin American sta- 
tions k plans pilot series erf laeally pro- 
duced shows teaching reading and 



Goldenson also cited these ABC In- 
ternational achievements; business ar- 
rangpKents wifh 41 stations in 21 na- 
tions; on-job training of foreign per^ 
ssonnel In O&o stations hire; sending 

years; helping establish a Central 
Ameriean T¥ network; hilping StaM 
Departmeut conduct station-personnel 
seminars lor people of 32 nations; co- 
operating in first Hve transmissiahs 
linMng Canada, Mexico, and U.S.; 
Japan and tlj.; as well as South 
American-Mear Eastern hhteps* 

AMC, NBC SF1I PQUTim 

"Vmmr— 4BG-TV hm mid mm- 
third nf its nmerage of %4 D^mmmtk 
anS M&fmW^m M-mvemUm to X'emg- 
Cmp,^ via E&pmt* K'omig g Lais. M&m 
wiB aim f®Sy sponsor i • 

mi ipmiak w wefa Mmmlmi, Mmrm 

Wmt-A % Via Wmf» Wb&_ & ffarte/, 
koMgkl quarter of 
specials. 



ferrM ViSffw named HAB radio y.p,j G&utte n©# p.r. y#ep 

■%shh^gton-^h<Eril W. TWfMt?. pfisideht since '61 of Taylw/Modlaad-* pro- 
jc«,sy nidieator of radio and TV programs, has been named NAB"s vise presi- 
m fifr radio, pri# r to '61, he had' been With J. Walter Thompson, KAB,, CBS 
adio network^ CBS Radio Spot '$Mm 4 mi 'KSL, Salt lalie; City. MAB .also 
ifl@Un€eJ appointment of John M. Courie as its; vice president for public 
■lations. Courie joined the association's par. Stat in l#f , and since '2f has 
.:en MAB's p.r. director,. 



12 DIRECTORS HAMEd 
TO NAB RADIO BOARD 

Hirf i wo-ymmr terms Apt. 8 

WasWKGWKT — Election Of 12 prom- 
inent broadcasters to Radio Board Of 
Directors announced by NAB. Two- 
year terms start last day of NAB con- 
vention April, B for these district 
directors?:: 

District 2: John &. Henzel, preSi* 
dent and general manager, WHDL 
Olean, Mew York; District 4: Harold 
EsSesSi vice president and general man- 
ager, WSJS Winston-Salem; District 6: 
Julian P. Baas, general managex, 
KAGH Crosset, Ark,; District i: 
Lester G. Spencer s president and gen- 
eral manager, WUV Richmond, Jnd., 
District 10; George W. Armstrongs 
executive vice president and genera) 
manager, WHB Kansas City; District 
12 i Grover Cohb, vice presidem and 
general managerg KVGB Great Bend, 
Kan. 

District W Rex Howell s president 
and general manager, KK.EX Grand 
Junction, Col.; District 16; Lloyd C 
ligmon, executive vise president and 
general manager, KMPC Hollywood; 
Class A stations: John F. Box, Jr.* 
managing director, WfL St. Louis; 
Class B stations! Daniel W. Kops, 
president, WAVZ New Haven; Class 
't stalfans; James R. Curiisi president 
KRRO Longview, Tex,.; FM 'Stations: 
Bferett L, DiUard, president, WASH 
Washington., 

Special elections committee, ap- 
pointed by NAB president LeROy Col- 
lins to ©erfify results of the mail 
balloting, included Joseph Goodfeliow, 
WRC WassMngfon, ehahman; Lloyd 
W. Dennis, Jr., WTQP Washington; 
and Irv Lkhtenstein, WWDC Wash- 
mgton. 

Lmfbm%k<m. CBS-W in fall 

Mm Mmm^mr p&d with MA 

New York. — Lucille Ball, who an- 
nounced Jan. 31 she would discontinue 
her weekly comedy series on CBS-TV, 
has ^exercised a woman's prerogative" 
and will he back on network this fall 
under terms of new, three-year pact for 
her Desilu Productions with CBS. 
However, her rime slot Will be shifted 
from present Mondays at 8:10-9 to 
Mtm Might 9-9:30. CBS-TY president 
James T, Aubrey, J&» said after fall 
run, Lucy Will continue to exercise her 
woman's prerogative as to whether 
shefil return for still another season. 

Htr series WS^D be preceded by Andy 
Griffith at 8:30,, with the new Paul 
Ford comedy, Baileys of Balboa, 
shifted from a Monday slot to Thurs- 
days at 9:30v Lucy's sponsors will 
remain Gen. Foods (Y&R1 and Lever 
Bros. CJWT). 
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NAB YET TO JOIN OTHER INDUSTRY SPOKESMEN 
IN OPPOSING FTC CIGARETTE ADVERTISING RULES 

Washington — NAB had not yet decided at week's end to joih spokesmen for 
RAB, ANA, and TvB, among others 5 , in arguing against proposed FTC rules 
for cigarette labeling and advertising at hearing beginning Mar. 16 and expected 
to run at least three days. NAB said it has the matter under active consideration. 
More than 25 have asked to appear, with figure to grow still higher, FTC pro- 
poses to enforce "Danger!" warning on cigarette labels and advertising, plus 
prohibition of any "smoking is good for you" approach in ads. 

Opponents are expected to lean 

most heavily on FTC lack of authority 
to single out cigarette industry for 
such specific ad rules, without con- 
gressional mandate. They will also 
question wisdom of proposed rules 
themselves, particularly the broad pro- 
hibitions in Rule 2 (see The Week in 
Washington), as being impossible to 
administer . . . much less comply with. 

TV broadcasters may be somewhat 
relieved to know that FTC staff prob- 
ably Won't recommend shifting pro- 
grams with cigarette commercials into 
later hours. Study of ratings has shown, 
for example, that teenage and younger 
audience numbering in millions watch 
Winston-sponsored Bevefly Hillbillies 
after 9 p.m. But FTC is considering, 
among other ideas, putting emphasis 
on (1) eliminating strong youth appeal, 
and (2) cutting out scenes of actual 
puffing of cigarettes in TV commer- 
cials ... in manner of TV beer drinker 
who never gets a swallow. 

Opponents of FTC proposal include 
three governors — Kentucky's, Breath- 
itt, North Carolina's Sanford, Vir- 
ginia's Harrison — plus Tobacco In- 
stitute president George Allen or coun- 
sel Austern; ANA's Gilbert Weil; 
RAB 1 s Bunker (see Sponsor Scope); 
TvB's Cash; ANPA attorney Hansen; 
Malcolm Fleischer of Retail Tobacco 
Dealers of America; Joseph Kolodny 
of National Assn. of Tobacco Dis- 
tributors; H. J. Rand, Rand Develop- 
ment Corp., Cleveland, which has 
patent for cigarette paper treatment. 

82 PO$T-'50 RKO FILMS 
TO TV IN $l -MILLION DEAL 

New York — Screen Entertainment 
Corp., in deal involving $l million, 
has acquired RKO General library of 
82 post-'50 features for U.S. TV distri- 
bution. Henry G. (Hank) Saperstem 
and Horald Goldman said newest ac- 
quisition gives their SEC a library of 
1 75 motion pictures for TV airing, in- 
cluding package of 93 post-'54 films 
picked up less than five months ago. 

Commenting on latest sale, Show- 
corporation president Robert Manby 
said firm will now concentrate on its 
world-wide foreign rights to the RKO 
features in TV and theatrical reissue 
and plans new division to "develop the 
supply of special programs for show- 
ing on American television." 



Hertz sticks to print 
for new auto-rent firm 

New York — Hertz Corp. has formed 
new company to meet competition of 
low-fee auto rental firms. To begin 
operations next month in Los Angeles, 
new company — Valcar Rentals Corp. 
— will offer Chevy Impala sedans at 
$6 a day and 60 per mile, against 
average Hertz rate of $10 a day and 
10(2 per mile. Hertz has been strong 
user of TV, but advertising for Val- 
car will be restricted to print. In fact, 
Hertz spokesman Milton Kramer said 
broadcast media isn't even "being ex- 
plored" for Valcar. 

Meantime, Discount Rent-a-Car 
Corp., operating in metropolitan 
N. Y., will launch $200,000 ad cam- 
paign mid-April, including $10,000- 
per-month spot drive on area radio 
stations. Miller Advertising account 
supervisor Allen Deitch said radio 
spots are slated for five-six months 
in drive time and will run, "we hope, 
forever." 

TRACE to measure '64 radio 

for Honolulu-Oahu market 

Honolulu — Hawaii Assn. of Broad- 
casters voted TRACE to measure 
radio audiences for Honolulu-Oahu 
market during 1964, according to Milt 
Hibdon, association president. 

TRACE (for Traffic Radio Audit 
Coincidental Enumeration) is format 
developed by Survey & Marketing 
Services, Inc., is "purely coincidental" 
(i.e., meaures what people are listen- 
ing to at moment of interview), in- 
cludes both home-radio and car-radio 
audiences. In-home portion is con- 
ducted by bi-lingual (English, Jap- 
anese) telephone interviewers, while 
traffic survey is taken mainly by wo- 
men university students at key mar- 
ket-area intersections, while drivers 
stop at signals. President Maurice 
Myers says his firm interviews 15,000- 
20,000 people each quarter. 

"In every market we've checked 
so far (including some on mainland), 
total radio-equipped cars is greater 
than radio-homes," Myers says, "and 
sets-in-use is consistently two to five 
times greater in automobiles." 



Three TV networks cil 
for joint Polk Award 

Honored fmt news eevertfj 

Brooklyn — Fox first time- in 
16-year history, Long Island Univep: 
ty's George Polk Memorial A war 
for significant journalistic s&mm 
ment go to three jointrwinners fdffi 
single news category; ARC, CBS ai 
NBC Television networks win Natift 
al Reporting honors "for their tel 
vised coverage of the events in Dall 
and Washington following the assai 
ination of President Kennedy." 

Also winning: Station WNEW tfe 
York takes I963 ? s Special Award wjr 
its apprentice newswriting work* 
for university journalism $tu4@Hni 
the New York area. Winners for « 
eign, metropolitan and magazine #; 
porting etc. all represent print me! 

Awards, memorial to late Ge^R 
Polk, former CBS correspond! 
kilted in Greece in 1948, granted , 
Long Island. University after sele< 
by college's journalism faculty. B 
plaques to be presented at a%A 
luncheon March 24 in New Ym 
Hotel Roosevelt. 

2 P.R. FIRMS LINKED 

New York — Information Serview 
dustries is name of feint venture § 
undertaken by two of nation's t 
public relations agencies — Hai 
Rotrnan & Druok and Rogers 
an — through which the two 
will pool their talents for client 
and also explore opportunities foi 
quisitions and mergers in related 
in the United States and abroad. 

The two p,r. agencies will each ■ 
tinue operating own names and si 
ing clients through present staff a 
offices, it was jointly announced 
Morris B. Rotrnan, chairman of ffl 
company, and Henry C. Rogers, 
dent. Both agencies have repre 
atives in London, Paris, Madrid, a 
Tokyo,,, and together employ total 
180 people, 

Arthur I. Winston, former exec 1 
of Hunt, Foods, serves as chairman 
exec committee of ISL Other <$ffljp 
are Warren J. Cowan, senior w 
Kalman B. Drnek, senior ^•p.-tfi 
surer; Mrs. Teme C. Brenner, v,p.-s 
retary. 

WNBC readying shift to talk 

New York — Softness Grdup has I* 
signed to handle publicity and pron 
tion for WNBC Radio, which 
shortly begin major new campm 
in line with contemplated changes 
format, shifting to talk emphe, 
WNBC reportedly has already sigi 
long-time WOR personality Long Jk 
Nekel foe night shorn. 
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This is our average sponsor. On the 
1 average he's happier than the average 
1 sponsor on the other two networks. After 
! a^werve drawn the biggest average 
I daytime audiences since I9S8 f the biggest 
| average nighttime audiences since 1955 
\ and been the world 1 ! biggest single 
advertising medium strafe 1954. He might 
have taken a bath somewhere else. 
\ OBSTelevision Network® 
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Italian TV: No clutter, no ratings; tough on U.S. admen 

First of a SPONSOR series on plight of U.S. admen in Italian TV 
plagued by government restrictions, high costs, lou) returns 

ADVERTISERS 

Radio's Top 50 

Biggest spot spenders in medium ranked in 1963 for first time 
with General Motors' advertising outlay of $9.1 million topping list 

Jet-age junket for Palmolive 

New image for old soap brand will be sought by means 
of European-filmed commercials. Here's the inside story 

AGENCIES 

Nautical theme for cigarette sell 

"Camel Time" commercials on TV ignore health issues, 
offer adventure line of male-appeal derring-do 

TIME/BUYING & SELLING 

Media Research comes first 

By John Meskil, of WWEB 

BRC's three giant steps 

The second of three-part series on The Rating Council 

TV MEDIA 

New clients emerge in fall television lineup 

Networks' constant quest for fresh TV dollars finds a payoff 

RADIO MEDIA 

Sound shouldn't be an afterthought 

Sound designer, Tony Sclnvartz, gives admen verbal whipping 
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TAC ticks off new TV gains 

Program interchange grows as newest force in station field 
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Friday at Five 
National File 
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CALENDAR 



I Electronic Industries Assn., national 
electronics- marketing symposium* Stat- 
le* Hilton Hotel Wasbihitoti, D C. (.9), 
Spring conference (S-l 1). 

University fit Florida, sixth annual 
Broadcasting Day, at campus in 
Gainesville t% 

fWUer*. Cruild of Amtrita, West, 
16th annual awards dinner, combining 
honors for TV-radio and screen, Bev- 
ierif Hilton Hotel, Hollywood (9). 
' American Toy Pair* at American 
Tof Exhibit, M, 

American Worten in Radio & TV, 
CMeago Otapter, dinner at Illinois 
Athletic Club (11). 

American Assn. of Advertising 
Agencies, Southeast Council, annual 
meeting, Riviera Motel. Atlanta (11- 

Ef 

Variety Merchandise Fair* New 
York Trade Sbow Building (to 12). 

Ma€onal Editorial Assn., govern- 
ment relations workshop, Willard Ho- 
tel, Washington, DC. (12-14). 

Broadcasters* Promotion AslSM., 
deadline for "Third Annual On-The- 
AJr Awards" entries (15)* extended 
fern Feb, 15. 

leadership Institute for Young Ex~ 
eeufivesj second series of Management 

- . . " 
ti^n^Wi'th New York University School 
of Commerce, Monday nights at Hotel 
Bilfmire,, N- Y. s beginning (16)- 

FCJC's schedule of appplieation 
ffling fees becomes effective (17), 

Broadcasting Executives Club of 
[Pet* England, seminar and luncheon 
rag 'Climate in Washington," Sheraton- 
Plaza Hotel Boston (19) 

Assn, of National Advertisers, third 
annual seminar on business paper ad- 
vertising,, Plaza Hotel, N.Y, (19), 
| Philadelphia Club of Advertising 
#omen, 4,$lh annual dinner dance, 
Benjamin Franklin Hotel (20). 

Intercollegiate Broadcasting System, 
annual national convention, Columbia 
University, N.Y., hosted by WKCK- 

American Assn. of Advertising 

AgencliSj, Rocky Mountain. Council, 
ninth annual Spring Tonic Seminar. 
BrOwn palace Hotel, Denver (21). 
I Southwestern Assn. of Advertising 
jigencias, convention, Sheraton-Dallas. 

I Alfred i, dnPOrtt Awards Founda- 
mmn, 22nd annual presentation dinner, 

* Mayflower Hotel, Washington* DC. 

jpii; 

J Institute of Ekctricai & Electronics 

fenffneers, mteraatioual •convehtioh* 
Mew York Hilton Hotel and New 
s York ColiseUrfi tS&-26^ 

* National' Sales Promotion * M^tktf- 
jtog Exposition^ 18th annual, Hotel 
MllmStte, N. ¥. C24-M). 

* American College of Radio Arts, 



Crafts, and Sciences, first Radio Day 
Seminars, Conrad Hilton Hotel, Chi- 
cago (26). 

APRIL 

National Federation of Advertising 

Agencies, annual convention, Outrig- 
ger Inn, St. Petersburg, Fla. (2-6). 

Extended deadline for filing com- 
ments with FCC on UHF drop-in pro- 
posal (3). 

Financial Public Relations Assn.. 

Middle Atianlie regional meeting, John 
Marshall Hotel, Richmond, Va. (3). 

Arkansas AP Broadcasters, session 
at Little Rock (3-4), 

National Assn. of TV & Radio 
Farm Directors, spring meeting, Rich- 
mond, Va. (3-5). 

National Assn* of Broadcasters^ an- 
nual convention, Conrad Hilton Hotel, 
Chicago (5-8). 

Television Film Exhibit (TFE '64), 
Pick-Congress Hotel, Chicago (5-8). 

Assn. of National Advertisers, west 
coast meeting, Del Monte Lodge, Peb- 
ble Beach, Calif* (5-8). 

National Assn. of Tobacco Distrib- 
utors,, 32nd annual convention, Hotel 
Fontainebleau, Miami Beach (5-9). 

Financial Public Relations Assn-> 
North Atlantic region al meeting, 
Sehine-Ten Eyek Hotel, Albany, N.Y. 

National Premium Buyers Exposi- 
tion, 31st annual display, sponsored by 
Premium Advertising Assn. of Amer- 
ica, National Premium Sales Execu- 
tives, and Trading Stamp Institute of 
America, at McCOrmiCk Place, Chi- 
cago (fi-f). 

Transit-Advertising Assn., annual 
meeting, Casa BJanea Inn, Scottsdale, 
Ariz. (6-9.). 

Michigan AP Broadcasters Assn., 
session at Kellogg Center, East Lans- 
ing (11). 

Alabama AP Broadcasters, meeting 

at Birmingham (H)- 

Society of Motion Picture & Tele- 
vision Engineers, 95th technical con- 
ference, Ambassador Hotel* Los Ange- 
les (1,2-17). 

Professional Photographers of Am- 
erica, deadline for entries in fourth 
National Exhibition of Advertising 
Photography, headquartered at Mil- 
waukee (15). 

Chesapeake AP Broadcasters Assn., 
annual meeting, Sheraton Belvedere 
Hotel, Baltimore (16-17). 

Bedside Network of Veterans 
Hospital Radio & I V Cuild, 16th an- 
niversary ball, New York Hilton (17). 

Radto-TV Guild of San Francisco 
State College, 14lh annual radio-TV 
.conference and dinner, on campus, 
S. F. (17-lg). 

Financial Public Relations Assn., 
Sttith; Central regional meeting, Brown 
Palace Hotel, Denver (20). 



Associated Press, annual meeting, 
President JohnsOn to speak, Waldorf- 
Astoria, N, Y. (20). 

National Academy of Recording 
Arts and Sciences, third annual sym- 
posium in association with Bureau of 
Conferences and Institutes of N.Y. 
University's Division of General Edu- 
cation, titled "Recording and Music: 
Culture, Commerce, and Technology," 
at: Hotel Lancaster, N.Y. (to 22). 

American Assn. of Advertising 
Agencies, annual national meeting, 
The Greenbrier, White Sulphur 
Springs, W. Va. (23-25). 

Advertising Federation of America, 
fourth district convention, Tampa, Fla. 
(23-26). 

Pennsylvania AP Broadcasters Assn., 
annual meeting, Boiling Springs (24). 

Affiliated Advertising Agencies Net- 
work, annual meeting, Andrew John- 
son Hotel, Knoxville, Tenh. (26-May 

WometcO Enterprises, annual stock- 
holders' meeting, Midway Motor 
Hotel, Flushing, N. Y., and at World's 
Fair (27). 

Assn. of Canadian Advertisers, an- 
nual conference, Royal York Hotel, 
Toronto (27-29), 

Society of Photographic Scientists 
& Engineers, 1 964 international con- 
ference, Hotel Americana, N.Y. (27- 
May 1). 

Station Representatives Assn., 1964 
Silver Nail-Gold Key Awards, Wal- 
dorf-Astoria, N. Y. (28). 

American Film Festival, sixth an- 
nual by Educational Film Library 
Assn., rfimm competition, Hotel Bilt- 
morc N. Y. (20-May 2). 

American Women in Radio & Tele- 
vision, 13th annual convention, Mayo 
Hotel, Tulsa (30-May 3). 

American Marketing Assn., New 
York Chapter^ second annual new 
products conference. Hotel DelmOnico, 
NY. (30). 

MAY 

Kentucky Broadcasters Assn., spring: 
convention, Louisville Sheraton Hotel 

(4-6). 

CBS-TV, annual conference of net- 
work and affiliate executives, New 
York Hilton (5-6). 

Electronic Industries Assn., work- 
shop on maintainability of electronic 
equipment, Sheraton-Jefferson Hotel, 
St. Louis (5-7). 

California AP Radio-TV Assn., an- 
nual convention, San Jose (8-10). 

National Retail Merchants Assn., 
sales promotion division convention, 
Hotel Americana, N, Y'. (10-13). 

Assn. of National Advertisers, ses- 
sion at Waldorf-Astoria, N, Y. (1 1-12), 

Sales Promotion Executives Assn., 
seventh annual conference, Astor 
Hotel, N.Y. (11-13). 
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53 fine feature films 

for top television programming 

— — ^ — — — — — — — — — — — — — — — 




Exciting, well-balanced new product for TV with the programming power to 
swing sponsors your way. . .With the value of today's top stara. . . stories. . . 
directors,,, Including THUNDER BAY starring James Stewart and Joanne Dru 
ALL THAT HEAVEN ALLOW starring Jane Wyman and Agnes Moorehead 
PILLARS OF THE SKY starring Jeff Chandler, Dorothy Mafone, 
Ward Bond and Lee Marvin * DESTRY starring Audie Murphy 
CHIEF CRAZY HORSE starring Victor Mature, Suzan Ball and John Lund 
SWORD m THE DESERT starring Jeff Chandler, Dana Andrews, Marta To/en 
and Stephen McNally, and the rollicking "Francis the Mule" feature series. 

All in Part Three, just one of four parts of the new Volume 9- — a total of 
215 Universal Features from the Seven Arts' Library of "Films ofthe 50's' ! 






SEVEN ARTS 




DISTRIBUTING 




CORP. 



wmm mi» newest seven m$ owce rot w$«t availwmiy 

ftESV Y0RI£ 200 Park famit Wtan 6-17J7 

0WCAJSQ5 4630 Estes. UG£oIraytMd, flL ©Rchand 4-5105 

DAU-Aft 5641 QWartested Brw ABams 9 2855 

LOS ANSEIES: 3562 Royal Woods Drive, Sherman CjJkS. Gjfrt. 

ST^ate. 8-^76 

TORONTO, ONTARIO: 1 1 Adelaide St. West EMprre 



A SUBSIDIARY OF SEVEN ARTS ASSOCIATED CORP. 

For list of TV stations programming Seven AFts"'Films oHhe fO's": 

Individual feature prices upon request. 



i T&ird Covet SRDS (Spot IV Rates and Gate) 




THE LURE OF THIS ISLAND 




A seller's paradise ! . . . that's Nas- 
sau-Suffolk, Long Island, the 4th 
largest market in the U.S. Like all 
islanders, Long Islanders are inde- 
pendent; loyal to their own; best 
reached from within. For best re- 
sults in the Long Island Market, use 
WHLI — "The Voice of Long Is- 
land" — the one station that serves 
Long Islanders best: reflects their 
needs and caters to their tastes with 
a well-rounded schedule of good 
music, local and national news, 
strong community interest pro- 
gramming and vital local informa- 
tion. 

You need only one station — WHLI 
— to deliver big, rich, independent 
Long Island, the nation's 4th larg- 
est market. 



10,000 WATTS 




HlaMllii 

tOHC III1HO. H r 



PAUL GODOFSKY, Pres. Gen. Mgr. 
JOSEPH A. IENN. Exec. Vice-Pres. Sales 

REPRESENTED by CILl-PERNA 




PUBLISHER'S 

REPORT 



Some Random Talk About Washington 

Column writing is a dangerous business. I've been forced to eat my word: 
more than once or twice. So I'll take my bows when I can. 
In commenting on the Washington scene some weeks back I made men 
tion to the effect that broadcaster tensions and harrassments due to regula 
tory causes should lessen considerably in 1964. 

I based my reasoning on the businessman's philosophy of the new admhJ 
ins era tion; on President Johnson's first-hand knowledge that it isn't al 
peaches and cream for the broadcaster. 

Now I have it on what is called "highest authority" that the word is out- 
lay off the broadcaster. 

The question being asked is whether this is election year strategy oi 
whether it's based on more humanitarian considerations. Whichever it is 
the long-suffering broadcaster will take it uncomplainingly for the duration 



Now that the NAB Convention is just around the corner (April 6) anc: 
election fever isn't far behind, one subject that will get plenty of airing ii 
Chicago is the "fairness doctrine." Which reminds me that Chairman HenfjS 
told me over breakfast last September that the Commission was world rd 
on a primer that would clarify the confusions that the "doctrine" just natur 
ally seems to encourage. 

Maybe it's out. But I haven't seen it. May I suggest, Mr. Chairman, tha 
if it hasn't been published yet you signal "full speed ahead" and releast 
it at the NAB Convention. If it's to the point it will steer lots of conversatioi 
into other channels. 



Since I'm in a reminiscent mood just a word about another favorifi 
subject — the station group. 

The comment by a certain high regulatory official that the Taft purohast 
of most of the Transcontinent stations may be the last approval of thi 
magnitude reminds me of a column I wrote September 23 titled "If I ran .; 
station group." 

In it I referred to some remarks on the subject of groups made by Cora 
missioner Loevinger. I urged the multiple-setups to point out the advani 
ages of group operation. Since that time I've had some interestin ; s 
communications. 

1 can state with authority that men like Tom O'Ncil, George Stores 
Wrcde Petersmeyer, Tom Murphy, and Bob Reynolds (to name a few 
are thinking earnestly on the subject. 

In an upcoming column 111 report how KRNT & KRNT-TV, Des Moinei 
take advantage of Cowles operation while developing a character an« 
uniqueness few single stations enjoy. 
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SPONSOfN 



Television is the only 
efficient way to reach the 
49 -county North Florida/ 
South Georgia regional market 
and WJXT, Jacksonville 
is the only television station 
to blanket the total area 




J A C K S P N \? | L L g 
Represented by T»AR 

F O ST-N E W S WEEK 

S T ATl'O N S * t>"i * isi o is or 

THE Washington P'OsST company 
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Inside 
SPONSOR 



Barbara Joan Love who is quick- 
ly getting veteran's status as a jour- 
nalist has been putting things in 
print from Russia, Austria, Eng- 
land, the Olympics (wherever they 
are) and Italy. And she's fast as 
well as accurate. Speed comes na- 
turally to her. She was on a world 
record-breaking 400 yard free-style 
relay in the AAU indoor national 
swimming championships at Day- 
tona Beach in 1956. 

There was speed in her short 
land-side dashes, too, for at that 
time she was running between the 
pool and the college newspaper 
where she was an editor. 

Barbara almost made the Olym- 
pic team to Melbourne, Australia 
as a swimmer back in '56. Since 
then she has made the Olympics 
twice. As a journalist. 

Partly love of sports, partly love 
of work, prompted Love to request 
a seven-week leave for a trip to 
Innsbruck during the recent Win- 
ter Olympics. She not only worked 
as part of the ABC network press 
team, but managed to swing all 
around the Mediterranean boot to 
cover an intriguing phase of inter- 
national advertising. 

Television in Italy is as frustrat- 
ing as it is fascinating. Questions 
about peculiar ad practices are an- 
swered with a shrug and "this is 
Italy." But Barbara was searching 
for the "story under the skin" and 
that's what she got. It was some- 
what more facile for her with a two 
year stint in Italy in her back- 
ground and a fluent command of 
the language. 

The first article of her three part 
series on broadcast advertising in 
Italy begins in this issue, page 17. 

She will cover (1) advertisers and 
agencies (2) TV media problems (3) 
"commercial programs," audience. 
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A top 'Edimation' process 

I just want you to know how much 
we at Videotape Center appreciate 
the story on Edimation in sponsor 
( Mar. 2). Your writer did a remark- 
able job. 

This is not just one of those 
"thanks - for - the - nice- story" letters. 
We worked on this story ourselves 
over a period of several weeks — 
talking to tape engineers and pro- 
duction people, writing and rewrit- 
ing, trying to find the right words to 
explain Edimation. That's why I 
was so impressed by the story. 

It was fresh and concise. It ex- 
plained just enough how the new 
machines work, but it put the main 
emphasis on what they mean to cre- 
ative producers. It was both read- 
able and accurate. That's a real 
achievement in putting together this 
kind of story! 

John B. Lanigan 

Vice President <Lr General Manager 
Videotape Productions of Neiv York 
New York, N. Y. 



Kudos for editorial 

Congratulations! You've done it 
again Norm Glenn. Your editorial 
in the Feb. 17 issue of sponsor ("No 
Broadcasti gating Needed" ) , rela- 
tive to Gov. LeRoy Collins and the 
NAB was excellent. I glory in your 
fortitude in taking the stand you 
have. 

Homer Griffith 

General Manager 
KAZZ-FM 
Austin, Tex. 



Sound off! 

May 1 express my thanks for the op- 
portunities which have been afford- 
ed me to appear in print in sponsor 
when I was vice president at the 
Institute for Motivational Research. 
sponsor always presented such ma- 
terial in a most stimulating way and 



I was always grateful for the eg 
enhancement you afforded me. 

Officially, as of Jan. 1, I have let 
the Dichter Institute to form mi 
own organization — the Institute fo. 
Analytical Research — joined by sev 
eral of my associates from I MR, in 
eluding Alex Gochfeld, who was if 
vice president there and is execu 
tive v.p. of my firm. 

Now that we have gotten out m 
the way the multitude of details at 
tendant to building this new ven p| 
ture, we again look forward to till 
use of your good offices to discuss 
innovations in the industry. 

Irving Gilmaii 
Presiden 

Institute for Analytical Research 
Peekskill, N 
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Plot nicked 



That syndication story in Sponsor 
(Feb. 24) was real fine. But yai 
forgot to mention my name. 

Gene PlotniJ, 

Director of Creative Service j 
King Features Syndicate 
New York, N. Y 
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Ed Note: Gene Plotnik 
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SPONSOR good for 'Brain' 

We are greatly interested in the fol 
lowing articles as they appeared i) 
sponsor and would like permission 
to reprint them in the forthcominf; 
issue of our "Brain" magazine: 

( 1 ) How to make presentation: 
( Nov. 25, 1963 ) ; ( 2 ) The case of the 
missing art director ( Dec. 9 and 16 
1963); (3) Advertisers disagree oi 
merits of agencies (Dec. 16, 1963) 
We will give proper publication 
credit to each reprint we use. 

N. Sakannoifj 
Executive Edito; 
Brain Magnzfon 
Seibundo Shinkosha Publishing Gd 

Clnyoda-ki 
Tokyo, Japai 

Ed Note: Dai jobu desu (O.K.) 
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k - b in TV programs d& y<OK find the imaginative mood-creating use of changing light Irving Penn employs in the Pepsi-Cola spots?" 



COMMERCIAL CRITIQUE 

FOR QUALITY, WATCH COMMERCIALS 



■ Wmi an Mrmtam, BBDO 

|t is generally agreed, I believe, 
I that TV programs are becoming 
*m adventtnpsas as the seasons go 
! ty. The *%asteiatttT certainly is en- 
.larged when situation comedy 
j&igets situation comedy "begets sit- 
mWm eomedy and Ea$t SicWWesi, 
miff dies alter % season in the TV 
Inn,. Strangely enough, the little 
|fl-seeOnd world of TV commercials 
iOntinues to grow more exciting, 
pore experimental, a veritable 
peyelopedia of new. llidiO- land 
isual techniques, Most of these 
weaWhroughs find little expression 
i TV programming. (The special 
s rjgas of network identification and 
|jbyfw titlei do reflect a sprightliness 
lhsJ snecinettiess at least equal to 
Jhat exhibited in TV commercials). 
| The special problem of a ridicu- 
»sl| short period of time has 
raced- the people involved in the 
making of commercials to be con- 
stantly on the lookout for new tech- 
j fques. In 60 seconds f or less ) yon 
aye to state the problem, explain 
'iW four product solves, it, and 
bow the beneficial results, 
i Every second of the commercial 
fj aunts. Every second must be 
'meaningful, to 'the point,, quickly 
| rasped This necessitates constant 
«»iinent in the techniques of 
lafeng a shot and in getting from 
ne shot to another, ft is no acci- 



dent that the quick cut has reached 
its greatest expression in commer- 
cials, riot in programs. Exciting 
cuts and dissolves that point up con- 
trasts of size, mood, etc., double 
images, strobe effects, lighting 
changes, and the parallel exciting 
uses of sound and music — all these 
are little used in the more flaccid 
big world of TV programs. 

Where in this big world of TV 
programs do you find the imagina- 
tive mood-creating use of changing 
light that Irving Penn employs in 
the Pepsi spots? What program has 




• : RT MANGm* hm bvrn with 

UP DO for 11 gears as story-board 
artist, TV *r* director, and ttow 
senior art director. Before that 
he tMigkt art in a Mew York City 
high school for three years. He: 
atso has been a sign painter An'd 
hm trained as an. arf historian. At 
BB:DO fee hm toothed on accounts 
msh as B. F, Goodrich, Armstrong, 
Liberty Mutual, Aejuadcict, Bromo 
• :<v, md DvSmo, 



made use of the visual beauty re- 
vealed in Steve Frankfurt's strobe 
Commercials several years back for 
Band-Aids? How many hours of 
Hawaiian Eye and Surfside 6 have 
iiot made you want to travel as 
much as the one minute glimpse of 
Jamaica we get in the recent TV 
ad created for that island's travel 
board? jack Guilford's sneaky 
teacher (for Crackerjaeks ) is more 
believable than Mr. Novak. Buff- 
erin builds more medical drama in 
60 seconds than Dr. Kildare does in 
60 minutes. (And the CBS sports 
opening is certainly more intriguing 
than the tarpon-fishing contest that 
follows for an hour and a half! ) 

I don't know for sure that merelv 
having less time to play with would 
force TV programs to improve, but 
it might help. Being forced to ex- 
periment with the Camera and light 
and sound might jazz up the shows 
sufficiently to mask the terrible 
emptiness of the poorer ones. And 
who knows but that the excitement 
inherent in this kind of experiment- 
ing might start a chain reaction that 
could extend to a dissatisfaction 
with the easy way out in the content 
area,, too. 

Maybe then this big world Of TV 
programs would start to measure up 
structurally and visually to the 
little world of TV commercials, 
where every second of tile precious 
60 that we are allowed must be 
made to count. * 
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RAB to fight FTC 

over 'warm" tyg* copy 
in cigarette ads 



NFL schedule axes 
Ford- ABC plans 
for Fri. telecasts 



75.4 million heard 
Liston-Clay fight; 
new audience mark 



Tempest over Avis' 
rih of rival's TV 
merely a whisper 



More advertisers 
aiming broadcast 
at Negro consumer 



SPONSOR-SCOPE 



Bsfdio Advertising Bureau plans to fight Federal Trade Commission's proposa 
that all cigarette advertising include health w«mng f This wis disclosed last WiOl 
by RAB president Edmund C. Bunker, who told Spokane Ad Club he will te* 
at FTC hearing an matter later this m&nA, keeping Kutional Asm ctf Braadessl 
appraised fox maximum cooperation, Reasan for RAB: entering §cvft Banter mA 
potential effect -of FTC proposal,, in Its present fortt^ '"could eliminate fhs ill 
$20 million of cigarette revenue now in radio . . . Radia sbauld not became th 
only medium to be regulated out of the tofetee© niedii ral% This wauld s»e A 
purpose." 

Schedule released last week by National Football League bad, no Friday nig] 
games in lineup, which means Ford "has had to scrap plans to sponsor telecasts ( 
five tilts on ABC, In fact it has returned to the network the time it had reserve 
for the games, and ABC will now go ahead with at« original pragr«*neMu^ fi 
Friday nights. Meantime, the five games are still not tied up by NFL pssat wife 
CBS, which was only 93 of the 98 games on tap. Possibilitv still e*Ms of their beiri 
networked^ as NFL sehedule calls tor at least two Monday night gfmes, plus * 
eoupte of other night games," according to NFL cammisssioner Pete Roaelle 

Radio networks may soon begin heavy bidding tor sports events, a la, T¥» aaread 
of audience figufes just released by ABC far its coverage of Llston-Glay title ban 
Record total of 73,395 j 0G0 fasteners exceeded by 7,3 million previous high marl 
Sponsors Were Cities Service ( L&N ) ; Calgate-Palmolife (DArcy); Pep 
(BBDQ); Schick Razor div. of Eversharp (Compton);f pre/post fight, Gen. Ciga 



Trade and station men have made to© much of tea-pot tempest about gentle AS! 
rib of TV used by competition. Print ad, ^ia Doyle Pane lefnbieli } jjubtly otae 
that TV isn't far off for "Mo, 2* vebiele renter (sponsor Feb. It), Mm erfl 
by another J30B client Volkswagen merchandising dif« Paul H-, Lee,, has oeu 
blown out of perspective. Lee, whose remarks were picked up from speech # 
N. Y. sales execs, took some exception to Avis' print-ad lib of s&tQpftitaA TV us 
but at same time lauded Avis' "So -Si' 4 campaign as on© which worked -WeiL If 
also praised his and Avis' agency : "We're pretty proud of our advertising, an 
we're proud of our ad agency . . . If we ever split up with 0DB I wouldn't kwOl 
where to igd another one." Meantime Avis Jlready has made inroad into TV, wis 



aired credits on Avis car use by J ohnny Carson \ '"Tonight*" crew during coast stk 



indications point to advertisers placing most emphasis on campaigns designed 
attract the Negro consumer. One of the major factors bringing situation into foes 
is disclosure by station representatives of higher billings for Negro-oriented xUA 
stations in most parts of U. S., according to latest Cibsou Report It nofef Bei - »«i| 
Howard & Co., one of major station rep firms placing business in Negro-aim* 
radios showed 30% gain in business last year over 1912. Also, National Sales Bb 
sion of Continental Broadcasting,, which has stations with HegroHaudlatCe gfcj 
gi amming in six markets, reports Rollins Radio outlets were up 40% and isttylbut 
most of increase to new business coming into market, Howard exec v:.p, Jack Da 
says his film's growth is combmatian of new and. old business, reflecting "'hefgl 
ened interest and growing awareness of the Negro market potential" by mk 
risers and ageneXes,.. 
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UNITED 
ARTISTS 



SHOWCASI 




Elspeth Sigmund 

Henricfi Greff *r 



It's tint-run on TV, 
If s a popular classic about 
kids (both kinds) .» .wM> String 
a#?en1uf e in the great Alpine 
outdoors . . . Ehrefyfhtftg about 
H&P means big audfencei. 





CHARLOTTE IS A DAISY 





Metro Charlotte is just, the golden center. The full beauty of the market — 75 miles in diameter — 
is yours for the plucking when you buy WBT Radio. The populous Piedmont's top-audience radio 
station for two decades, only WBT's 50,000 watt signal delivers Charlotte PLUS ... a market of 
more than TWO MILLION PEOPLE with %2Vi BILLION in buying power. Your BLAIR man has the WBT 
story. And he doesn't soft petal it! 



WBT RADIO 
CHARLOTTE 
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BLAIR 
GROUP 
PLAN 
MEM8ER 



Jefferson Standard Broadcasting Company 



SPONSOR 



Marih 9, 1904 



ITALIAN TV: 



has no clutter, no ratings, 
is tough on U«S. admen 

Wi?$$ n§ (i tkrmB-p&rt SPONSOR series on plight 
tf ELK. u&mm in i&fikm TV which is 
htgaml hy gimermme^u restrictions^ high 
commissions 



■ wekeca¥ AmmvMm are finding 
rtout that advertising is different 

in Italy — ?«y different. One can't 
o "business 'in Italy's advertising, 
Id if be arrives with only 
\fnWie»n Concepts and iieas. The 
irst response to any puzzling ques- 
tion about Italian advertising prac- 
tise is* "Hiam© in Italia"— "We are 
kt Italy." 
There may be no clutter problem, 
0 rating problem, and no spot 
suying Tpaperwork, but there are 
plenty of' other headaches even 
worse.; the difficulty in obtaining 
y TV time at all, the near impos- 
silailitf of obtaining a 15% commis- 
■ion for' s#rvice% a serious lack of 
qualitative and quantitative data 
m fall media, 

Yet Italy is a booming country 
nimen can't ignore. Its growth rate 
is twice that of the United States, 
ipite the fact that the govern- 
ment controls one-third of the in- 
istrial eapital. Since 1050 Ameri' 
n advertisers* investment in Italy 
9 grown SQQ% to a current total 
istimated at USD million and ex- 
-ports of U.S., manufactured goods 
now ran $300 million a year. Italian 
exports are up 430* since 1950, 



American advertising agencies 
tapping Italy's industrial renais- 
sance include Young & Rubicam, 
J. Walter Thompson, BBBO, Mc- 
Cann Erickson, QArcy, Gardner, 
and Ted Bates, Pour of these agen- 
cies are among Italy's 16 largest 

Many have taken over sections 
of handsome Italian villas in the 
Renter of Milan. At Ted Bates and 
Gardner the paint on the office 
door is barely dry. These agencies 
service American industrial giants 
like Procter & Gamble, Colgate, 
Bristol-Myers,; Ford, Pan Ameri- 
can, Pepsi-Cola, Standard Brands ? 
Cbesebrough-Ponds, ESSO, Good- 
year, Coca-Cola, and Gulf Oil. 

The majority of the American 
agencies abroad have bought out 
or Into existing. Italian agencies, 
but others, like Ted Bates, have 
started out alone, 

Ted Bates is opening cold with 
only one account— Mobil Oik Pro- 
moting itself as an advertising and 
marketing agency, Bates; begins 
operations next week with 16 peo- 
ple, expects to haye .15 by the end 
of the year, has planned saf ety 
measures for an overburden of 
counts and employees, and even 




Admen consider TV time valuable in Italy 




demand runs 5 to 1 over availabilities 




viewer interest is as high as programs 

contemplates moving into larger 
offices in about two years. Such is 
their confidence in the market. 

"Industry here has enjoyed a 
prosperity wave, and in many 
items, like household appliances, 
there is more demand than supply, 
creating real competition," says 
Marco Cicero, Bates co-managing 
director in Italy. "The same is true 
with cars. With so many imports 
coming from Germany and France 
Fiat is beginning to feel pressure. 
At this point you need services. 
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ITALIAN TV: 



Right now Italy may have one of 
the lowest gross national products 
in Europe, but it has one of the 
highest rates of growth. It is still 
a virgin market with plenty of 
room to move ahead." 

Advertising business is still small 
compared to U.S. thinking, but 
Italy is small, only three-quarters 
the size of California. It is the flow- 
ing rise to higher standards of liv- 
ing created by the Common Mar- 
ket vhich give the country current 



and future importance. 

Billings for the largest agency in 
Italy, CPV Italiana, actually an 
Italian division of a British agency, 
are $10 million annually, or about 
the same as Procter & Gamble 
would spend on Tide soap. The 
largest American agencies in Italy 
— Y&R, JWT, BBDO, and McCann 
Erickson — have billings ranging 
from $3-4.5 million. 

The amount of billings are little 
indication of the amount of gross 



American accounts of 
American ad agencies in Italy* 

YOUNG & RUBICAM 

Gulf Oil, General Foods, Kaiser Aluminum, Remington Busi- 
ness Machines, Royal Typewriters, Beecham, Procter & Gam- 
ble (Tide, Camay, Dreft), Kimberly Clark (Kleenex) 

J. WALTER THOMPSON 

Bristol-Meyers, Caltex, Eastman Kodak, First National City 
Bank, Ford, Burroughs Corp., Champion Spark Plug, Douglas 
Aircraft, Kellogg, Lever Bros. (Lux), Mead Johnson, Pan 
American, Merrill Lynch, Pierce, Fenner & Smith, Phillips, 
Pepsi-Cola, Reader's Digest, Rolex, Standard Brands, Kraft, 
Outboard Marine Company 

BBDO 

Chesebrough-Ponds, Industrial General Electric, Timken Roll- 
er Bearings, Remington Fire Arms 



I GARDNER — Mercury Outboard Motors (plus about 30 small 

I Italian accounts) 

f 
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D'ARCY— Breck, Dunhill, Amaco, Purina, Gerber 
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TED BATES— Mobil Oil 



McCANN-ERICKSON 



American Express Company, Noxzema, Bourbon Institute, 
Coca-Cola (Fanta), ESSO, Goodyear, Hercules Power, Hilton 
Hotels, International Harvester, Mcrrell (Vicks), Nestle, Col- 
gate-Palmolive, Philips appliances, Tampcx, U.S. T.S. (U.S. 
Tourism), California Packing Company, Angiolini (Warner 
Lambert) 

° Many of tlicse American advertisers are actually independent 
Italian divisions. Tin; American accounts represent varying 
percentages of the agencies' total business 
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or net earning of an agency, how- 
ever. It is rumored that the ma- 
jority of U.S. agencies in Italy are 
losing money or have lost money 
until recently. JWT admits it was in 
the red up until 1960. Other large 
American agencies refuse to com- 
ment. "More than anything else 
agencies come here to fulfill a net' 
work. Any agency billing Over $50 
million will have to have an office 
here," says JWT's managing direc- 
tor, David Campbell-Harris. 

There are several reasons for 
financial problems. The main one 
is commissions. Although clients' 
demand more and more services in 
areas like research and marketing, 
they do not want to pay for them 

Not being educated in the adver- 
tising profession, their first ques- 
tion is, "What can you do for us 
that's worth all that money that we 
can't do for ourselves?" And so it 
is that about 70% of Italian com- 
panies, including giants like Fiat 
and Olivetti do it themselves; 

Agencies work on commissions 
ranging anywhere from 2.5% to 
15%, usually obtaining somewhere 
around 5% to 10%. It is a known 
fact that some agencies have even 
worked for nothing to keep an 
account for prestige. Some house- 
cleaning is taking place, but it is 
like "putting green water in the 
ocean to change its color," one 
adman said. 

Large international agencies in 
Italy ask for 17.4% on the net 
business, which is about the same 
as 15% on the gross in America, 
but have trouble getting it. 

Media allow for little or no com- 
mission: TV no commission, radio r 
2%; cinema, 5%, for example, To 
secure the needed 15% agencies 
must make an agreement with the 
client, usually through bargaining. 

The fact that such bargaining is 
accepted by some large agencies 
is considered immoral by some 
Americans and Englishmen in the 
Italian ad business, as it might to 
the American advertising indus- 
try. Filippo Theodoli, president of; 
Gardner (combined with several 
other agencies), who has both 
Italian and American advertising 
experience, accepts the practice as 
part of the Italian business climate, 

"In the U.S. its easy. You don't 
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think of bargaining; The price is 
ifapd, 15% is guaranteed. Here its 
wheeling and dealing. It s in the 
Latin blood. We don't have our 
bread and butter assured here," 
says Theodoli, "All this talk about 
morals is a big joke. One must 
Understand the country. Things are 
different ail t>v& % For example, 
sti alifflg accounts is considered im- 
moral in "England, but not in the 
U.S. People can% pass judgment 
without knowing what the picture 
is. Sure, well accept smaller eora- 
misions if we have to. We are now, 
ind Iq is everyone else. On the 
Other hand, for stnall accounts we 
might ask to work on a 20-25% fee 
basis or it just wouldn't he worth- 
while otherwise," 

Besides commissions there is the 
problem irf rising costs* American 
companies and large Italian eorn- 
panies demand full services and 
trained admen are scarce. Costs are 
kept down somewhat by paying 
low wages and keeping employees 
©veSirae, but still the value of the 
jrodflot is less. On TV eommer' 
#ial% for eMWpie, the government 
requires that an advertiser use dif- 
ferent commercials far almost 
every airing. CarosMtta, one of the 
evening! commercial programs must 
be bought in a cycle of 6 or & com- 
mercials. Only one commercial can 
be repeated. This means heavy 
production costs. 

"Were in a profit squeeze," says 
one agency head. "You either pro- 
vide shoddy service and lose the 
account, or you provide good serv- 
ice and lose money." 

► tmmg t~ Rtfbtmm-Bomed — Al- 
though Y&R lias been in Italy for 
only one year, it has close to dou- 
bled its billings, according to Sum- 
net Winebaum, managing director 



of the agency. Much of this rapid 
success must be attributed to Y&R's 
acquisition of Itamco which carried 
with it such advertising accounts 
as Beeeham and part of Procter & 
Gamble. 

In addition to Itamco accounts, 
Y&R has acquired five Other ac- 
counts in the past year: Plasmon 
(baby foods), Bertelli [cosmetics 
and drugs), Cora (Vermouth), 
Carain (a new coffee product not 
yet introduced) , and a new fabric 
account, name not given. Current 
billings are about $4 million. 

"The most unique thing about 
Y&R-Itamco and also the most sat- 
isfying," according to Winebaum, 
"is the fact that the agency, inter- 
national in personnel, has been 
able to convince major Italian cli- 
ents of its merits. We have made 
a marriage that's worked very 
well/ he says. "The people we ob- 
tained are well-trained in market- 
ing research. Media was O.K. What 
Y&R brought in was creative skills." 

Winebaum, copy supervisor for 
Y&R for eight years, brought in 
people for the art department from 
England and Germany, as well as 
the United States. For one thing 
Winebaum feels Y&R has intro- 
duced recipe advertising into Italy 
(suggesting a recipe in ad copy). 
Also, the agency has brought over 
the TV technique of ""intimate in- 
spection," also known as the "ex- 
treme close-up" used often by Steve 
Frankfurt, TV art director far Y&R 
in New York. 

Acting as supervisor of both TV 
and copy, Winebaum feels adver^ 
Using to Italians is not much differ- 
ent than advertising to Americans, 
or any other nationality. "The key 
to writing good advertisements is 
being a good reporter/' he says. 
"One should think about the prod- 



uct first and the audience second. 
You must get the idea across in the 
commercial that you are a good, 
honest, nice preson. The finess of 
the language is almost unimportant 
if you have thought through the 
problem well and have the real 
idea," he contends. 

► J. Walter Thompson— Established 
since 1951, JWT has shown steady 
growth. The size of personnel— the 
criterion by which agencies are 
ranked because no billings are pub- 
lished—has increased steadily over 
the year, from a one-man operation 
in August of 1951, to eight men 
in 1954, 35 men in 1958, 95 in 1962, 
and currently about 110. Agencies 
are judged by personnel on the 
idea that the more business they 
have the more people they must 
have to handle it. Billings are not 
an entirely satisfactory way of 
measuring because of the commis- 
sion problem. 

Accounts acquired within the 
last year: Findus (large European 
quick frozen food company which 
has done little in Italy so far), 
Testa Nera (Italian division of 
Schwarzkphthat, a German com- 
pany which makes hair prepara- 
tions), Outboard Marine (small 
American account acquired in No- 
vember), Smarties (large Euro- 
pean chocolate company recently 
test-marketed in Bologna, going 
national). Billings are currentiy 
about $4 million. 

Major problem brought out by 
David CampbeU-Harris, in charge 
m American clients, is test-market- 
ing with TV. It cant be done. As 
TV can only be bought nationally, 
newspapers and cinema must be 
used, making it difficult to plan TV 
on basis of tests. "We can only look 
at the reaction from the trade." 
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ITALIAN TV: 



Italian market booms 

Admen feel country has shot up fast since the Common Market, but 
is still fertile soil for new products. Since 1950 American advertisers' 
investment in Italy has grown more than 500% to $350 million 



y Batten, Barton, Durstine 4? Os- 
born — Two years ago BBDO 
bought out an agency called 
SIRPI. For a time it went under 
the name BBDO-SIRPI, now is just 
BBDO. At the present time they 
have less than 10 accounts, the 
largest of which is Pereil, the Ital- 
ian division of Henkle which man- 
ufactures soaps and detergents. 

BBDO admits losing many ac- 
counts when it took over SIRPI, 
reportedly because of low and un- 
profitable commission contracts (3 
to 5% ) which the agency tried 
to increase. "Notoriously unprofit- 
able accounts prevented us from 
picking ripe plums in the same 
fields," says a spokesman. 

The managing director of a lead- 
established agency believes "BBDO 
bought a business which looked 
better than it was. Its standing in 
the industry was collapsing. BBDO 
could not risk being identified with 
it and tried to chuck out the cli- 
ents, clean it up, and start out 
fresh. If they had started out alone 
in the beginning they would have 
been better off," he feels. 

BBDO has gone through great 
changes in personnel, according to 
a BBDO spokesman. In April of 
last year Tom Mahon, former ac- 
count supervisor on General Foods 
at Benton & Bowles, took over as 
the new president. 

"It appeared that the agency was 
getting on it's feet again," said the 
competing agency executive until, 
in January they lost three more 
accounts." These were DuPont— 
small in size but large in prestige, 
Total gasoline, and Zoppas (wash- 
ing machine, kitchen appliances). 
DuPont and Zoppas went to CPV. 

"The outlook is good for this 
year," says the BBDO spokesman. 
"We will be launching at least two 
new products, maybe three, and ex- 
pect great things from them." Bill- 
ings are estimated at $3 million. 

p McCann-Erickson— McCann was 
established in Italy in 1959. One of 
its largest accounts is Colgate which 



it shares with Masius Omnia and 
CPV agencies (CPV handles about 
V2 of Colgate advertising in Italy, 
or about $3 million). 

A competitor says one of Mc- 
Cann's goals was to secure ESSO 
which was handled by a man 
named Sassoli. McCann bought out 
half the man's business, including 
personnel, to take over the account. 
The other half of Sassoli's business 
was bought by Young & Rubieam 
which was interested in acquiring 
P&G from him. Sassoli, now a re- 
tired businessman, is reportedly 
living comfortably on Lake Mag- 
giore. 

McCann has a large number of 
American accounts (see chart) but 
only a few are able to obtain tv: 
ESSO, Merrell (Vieks), Colgate, 
and Angiolini (Warner Lambert). 

► Publicis, Gardner, Butler e Stip— 
This joint venture, representing the 
alliance of four countries— France, 
U.S., England, and Italy— serves the 
interests of the agencies' present 
clients in Italy as well as in their 
respective countries. 

The office of the agency, located 
in a 16th century palace, has been 
extensively remodeled for the 
agency's official opening this month. 

Although four agencies are in- 
volved in the new organization 
(Butler in London is actually an 
affiliate of Gardner's) the adminis- 
tration will be handled by Gardner 
personnel. Heading the office is 
Filippo Theodoli, former v.p. and 
account supervisor on Alitalia in 
New York. 

Alitalia, which had no advertis- 
ing agency in Italy up to last year, 
chose Radar & Benson, an English 
agency, however. 

"Alitalia gave the job to Radar 
& Benson even though they knew 
we were coming over because they 
just couldn't wait. They appointed 
the agency six months before we 
arrived," Theodoli says. 

Gardner in New York brought 
two clients to "the little NATO," 
as Theodoli calls the agency— Mer- 




cury Outboard Motors and the 
Touring Office of Venice. "The 
Venice aeeount is small but pres- 
tigious," says Theodoli. "Our new 
agency can offer them service in 
four countries with no trouble." 

PGBS is opening with $l J /2 mil- 
lion in billings and about 30 small, 
accounts, mostly Italian accounts 
working on small commissions and 
fees acquired from STIP (former 
Italian agency Studio Teenieo Ital- 
iano Pubblieita liquidated with the 
creation of the new corporation). 

A vote of three of the four 
agency members is necessary to 
exercise control. Billings of the 
parent agencies: Gardner, $50 mil- 
lion; Publieis, $20 million; Butler, 
$3 million; STIP, $1.25 million. 

► Stil-D'Arcy-Troost— Another inter- 
national operation, SDT represents 
Italian, U.S. and German agencies. 
It is owned 80% by Stil, 10% by 
D'Arey, and 10% by Troost. The 
new agency has been in operation 
only eight months. 

Although D'Arey has brought in 
several accounts, including Amaeo, 
Purina, and Gerber, and other com- 
panies like Breek and Dunhill are 
talking business, 80% of the agen- 
cy's accounts are Italian. 

A. Mario Allemandi, managing 
director of SDT explains that the 
thinking on advertising and buying 
is not the same in Italy. For ex- 
ample, people don't buy dog food 
and eat food very much in that 
country. For the most part Purina 
markets food for children. By the 
same nature Breek shampoo,, which 
does very well in the United States 
with its traditional image would 
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more skyscrapers, improied YjOads, homes 



BOt do swell in Italy if it Were to 
Jgivertise the same way. In Italy 
the product is emphasized and the 
traditional image is mitigated, "It 
is a relatively new product over 
here and people want something 
that looks new," he says. 

| Ted Baies^-Wken the Bates 
agency opens officially in Milan 
next week ft will mark the fifth in 
an international chain. Although 
the agency is starting out with 16 
people and only Mobil Oil as a 
elient, expectations are high, Other 
foreign agencies of Bites have ex- 
panded rapidly, Ted Bates Werbe- 
geseusehaft in Frankfurt for ex- 
ample,, opened operations only 10 
months ago, also with one account 
— Pakistan International Airlines, 
and now services 10 accounts total- 
ing $i million, The policy in both 
countries was to open with local 
people trained in America. 

The Mobil account is $500,000, 
Considered large. It has already 
contracted TV time. 

The Milan office is headed by 
tw men With native Italian back- 
ground^ Americin business ex- 
perience, and two months intensive 
training in Ted Bates philosophy 
in, the Mew York office. Marco 
Cicero, office manager, is a Belgian- 
barn Italian citizen. He is former 
advertising and sales promotion 
manager iir the North American 
'Division of Alitalia Airlines, Robert 
Stamp!, Qimative director, was bom 
and educated in Maples. 'Before 
joining Bafes he was head of a 
Saw York #pnfiy bearing his name 
^hich handled advertising in Italian 
lor Alitalia, Call© Wine, Progresso 



Foods, and Unilever. 

The well-known Ted Bates ap- 
proach of "hard sell" will apply to 
the Italian office, as it does to other 
foreign Bates agencies, according 
to Cicero. "In Italy we may be more 
creative, depending on client and 
public reception, but generally 
speaking the idea is to have USP, 
unique selling proposition." 

"In Italy the advertising has a 
very strong graphic concept," ac- 
cording to Cicero, but the graphics 
have no relation to the copy. The 
graphics and copy must be tied to- 
gether. Sometimes the graphics can 
also be the copy and no words are 
needed at all. We want writers that 
have good sales judgment. 

"I feel we have two basic prob- 
lems here," Cicero says. They are 
media and marketing, TV and radio 
are difficult, but even good space is 
hard to get, Its not like in the States 
where the media people come to 
you. The agencies have to go to a 
broker and then wait in line. The 
other problem is educating clients 
in marketing. Here the importance 
of marketing has not been estab- 
lished as it has in America, We 
have to convince advertisers it's 
necessary. Without marketing re- 
search its like building a house and 
not having an architect." 

Not all American clients use 
American agencies, just as not all 
the Italian clients use Italian agen- 
cies. CPV, the largest agency in 
Italy, is British, but services an 
impressive number of large Amer- 
ican advertisers; Elizabeth Arden, 
Colgate-Palmolive, S. C. Johnson & 
San, Maidenform, Polaroid* Rem- 
ington Rand Razors, Ronson Light- 
er^ Shell Oil, TWA ,DuPont, CPV's 



largest account is Colgate. 

Arriving on the ad scene in 1952, 
CPV was in a good position to cap- 
ture the influx of American clients. 
Only JWT was in Italy at that time. 
Over the years CPV has had a 
steady growth pattern. 

The equivalent to the 4AS in the 
United States is the Qrganizzazione 
Tecniche di Pubblicita in Italy, 
better known as OTIPI, Doctor A. 
Cappellini, president of OTIPI, is 
also president of two agencies: 
Studio Ultra and Martsellar-Cap- 
pellini. 

OTIPI has 38 members, 12 of 
which are also members of the 
European Association of Advertis- 
ing Agencies ( EAAA ) . The size of 
the agencies is not classified by 
billings but employees, Ten Or be- 
low employees is small, 10 to 25 is 
medium, and 25 to 100 is large. 
Compared to Bates in New York 
with about 1,000 employees, these 
numbers appear small. 

The functions of OTIPI are re- 
search on readers and viewers of 
the different media essentially. 
Meetings and conventions are also 
organized, but as yet the organiza- 
tion has little strength. As a JWT 
executive put the situation. "Agen- 
cies have been used to doing pretty 
much what they want to do and 
regulation is difficult. The 15% 
problem is one example." 

But with the growth of American 
advertisers and agencies with firm 
international policies things are im- 
proving, according to the spokes- 
man. Cappellini points out that the 
American agencies have two im- 
portant things the Italian agencies 
don't have; larger clients and more 
money* * 
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RADIO'S TOP 50 



in medium ranked in 1963 for first time by RAB 
advertising outlay of $9.1 million topping list 



Biggest spot spenders 
with General Motors' 

Going on record for the first time 
with an official estimate of na- 
tional sport radio budgets, Radio 
Advertising Bureau today released 
a list of the top 50 spot purchasers 
during 1963. With the 50th adver- 
tiser's outlay just over $1 million, 
the listed sponsors collectively spent 
$133,653,000 during the 12-month 
period. 

Official list has never been pub- 
lished previously, and RAB presi- 
dent Edmund C. Bunker says it will 
be "of vital importance in expand- 
ing radio sales." Producing it has 
been a major RAB objective during 
the past year, and it now signals 
the entry of radio into the ranks of 
measured media." RAB plans to re- 
lease information on network as 



well as spot radio buyers for 1964. 

• Win, place, and show slots 
among 1963's top 50 spot buyers 
go, not unexpectedly, to three auto- 
motive companies. Other leaders 
are also well-known, blue chip, ad- 
vertising purchasers. 

• Tellingly, General Motors, 
holder of the No. 1 slot, runs No. 
2 on all-media listing. (Procter & 
Gamble, leader on the all-media 
roster, is virtually inactive in spot 
radio. ) 

• Of significance is the appear- 
ance of Fels, ranking 48th among 
spot-radio users. 1963 marked com- 
pany's return— with a $1,040,000- 
outlay — to a medium it had virtu- 
ally abandoned. 

• Another harbinger: Colgate- 



Palmolive would have ranked just 
below the top 50 if its testing ex- 
penses had been considered. During 
1963, Colgate planked down nearly 
$1 million— $975,000— just to test 
spot radio's advertising pull. 

• Range of sponsors shows ra- 
dio's broad appeal, says Bunker, and 
runs from insurance and telephone 
service to travel and food. He feels 
food firms run below the medium's 
proportional potential, however, 
and urges increased sales efforts to 
package-goods sponsors. 

"Also, some of the advertisers, 
near the top of the list ought to be 
in radio all year long," he added, 
"rather than sporadically, just for 
new-model or now-theme promo- 
tional campaigns." 

Best of all, from the RAB point 
of view, is radio's very ability to 
produce such a list. "It's an indica- 
tion of the growing cooperative pos- 
ture in the medium," the RAB pres- 
ident said. "If we are able to main- 
tain this cooperation — and every 
sign indicates that we can — our 
1964 data will be far more exten- 
sive, including brand as well as 
corporate totals and network as well 
as spot. 

List was made possible only 
through the cooperation of stations 
and leading station reps, whose sub- 
missions (to accounting firm of 
Peat, Marwick, Mitchell & Co.) 
were coded to maintain competi- 
tive privacy. To obtain the data, 
the Station Representative Assn. 
helped RAB sell the idea to report- 
ing stations and station reps. ■ 



CHART NOTES 

TOTALS are based on reports from stations in the top 12 
markets, plus leading station reps, which served as source for 
markets below the top 12. Accuracy was checked by cross- 
sections of other sources, including advertisers. As projections 
of available data, figures are labelled "estimates," but are 
believed to be realistic. 

FIGURES ARE GROSSES. Thus, following practice of other 
published data on media expenditures, they don't show quan- 
tity or frequency discounts. Such net figures would be about 
30% lower. 

COMPANY TOTALS may include several divisions or 
brands. Automotive tallies include dealer associations buying 
radio on national basis. AT&T total includes regional com- 
panies' regional campaigns. Soft drink totals include bottlers' 
radio budgets, besides parent firms'. 

i 
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TQF SO SPOT RADIO ADVERTISERS 



RANK COMPANY EST. EXPENDITURE 


L 


General Motors 


$9,100,000 


2. 


Chrysler 


8,190,000 


3. 


Ford 'Motors 


7,117,000 


4. 


R, J, Reynolds Tabasco 


6,890 000 


5, 


Goea-Coia/BotUers 


6,240,000 


6. 


AnheussT-Buscrr 


6,110,000 


% 


American Tobacco 


5,525,000 


8. Carling Brewing 4,875,000 


9. 


American TeleDhone & Tele&rarjlr 


4,420,000 


10, 


American Oil 

rVI Mull wU II \J 1 1 


3,575,000 


11. 


Nestle 


3,250,000 


12. 


P Ballantine & Sons 


2,925,000 


11 


PePsi Cola/Bottlers 


2,860,000 


14. 


P Lorillard 


2,730,000 


15. 


Firestone Tire & Rubber 


2,470,000 


16. 


Eastern Air Lines 


2,437,000 


17. 


Humble Oil 


2,407,000 


18. 


Campbell Soup 


2,275,000 


19. 


American Maters 


2,242,000 


20. 


B. C. Remedy Co. 


2,210,000 


21. 


National Biscuit 


2,177,000 


22. 


Household Finance 


2,080,000 


23. 


Beneficial Finance 


2,015,000 


24. 


National Dairy Products 


1,950,000 


25. 


Ljebmann Breweries 


1,860,000 


26. 


Northwest Orient Airlines 


1,820,000 


26. 


F&l/I Schaefer Brewing 


1,820,000 


28. 


American Home Products 


1,722,000 


29. 


Beech-Nut Life Savers 


1,690,000 


29. 


Equitable Life 


1,690,000 


31. 


United Air Lines 


1,657,000 


32. ir Lines 1,612,000 


33. 


Atlantic Refining 


1,560,000 


33, 


Delta Air Lines 


1,560,000 


33. 


WrigleyCo. 


1,560,000 


K Gulf Oil 1,475,000 


37. 


Trans-World Air Lines 


1,445,000 


38. 


Carnation Co. 


1,430,000 


38, Falstaff Brewing 1,430,000 


40. 


-> 


1,326,000 


41. Coi, ing 1,300,000 


41. 


Cons , rMJ§j 


1,300,000 


41. 


Plough, Inc. 


1,300,000 


41. 


Schlitz Brewing 


1,300,000 


45. 


Monarch Wine 


1,267,000 


46, American Express 1,235,000 


47. 


Hamm Brewing 


1,124,000 


48. 


Feis & Co. 


1,040,000 




. /em Tobacco 


1,040,000 


50. Seaboard Finance 1,020,000 



4, MAf 




Colgate's Joe Tinney, commercial produc- 
tion manager, found costs "about the 
same" as US.; praised foreign crew's work 




Bates senior v.p. Dwayne Moore and C-P's 
Elwood Gair, Europe-bound and at villa 



JET-AGE JUNKET FOfl 



New image for old soap brand will be sought by means 
of European-filmed commercials. Here's the inside story 



American women have long fol- 
lowed in the chic footsteps of 
European women in their choice of 
perfumes, fashions and a host of 
feminine accessories — but can this 
association be broadened to provide 
a sales face-lift for the oldest pack- 
aged soap brand on the market? 

That it can is something on which 
Colgate-Palmolive is about to wager 
a $3.5 million ad campaign, with a 
very sizable slice — 43%, or $1.5 mil- 
lion — earmarked for network and 
spot TV. 

It's also a wager on which C-P 
has made a sizeable side bet, pick- 
ing up the tab for one of the most 
expensive and extensive European 
location-filming junkets of this, or 
any other, TV season. 
Here's the background: 
Palmolive Soap has been on the 
U. S. market since 1898, but by last 
summer Palmolive was being by- 
passed by the modern world. Al- 
though it still retained 7-8% share 
of the toilet-soap market in this 
country, newer, slickly-packaged, 
highly-promoted brands (such as 
Dial) were elbowing it aside, and 
growing at a faster rate. Palmolive 



was being jostled about in super- 
market price wars, and — like a 
dowager who has seen better days 
— was gently sliding backwards by 
merely standing still. 

A whole new image for Palmolive 
was needed, and needed quickly. 

Research showed Colgate-Palm- 
olive, and agency Ted Bates, that 
Palmolive might be languishing in 
the U. S., but it was as hot as ever 
in Europe. There, Palmolive has 
long had a share-of-market on the 
order of 30-40%. Generations of 
European beauties have lathered 
their faces with Palmolive, and 
swear by it. 

Thus, an idea was born as the 
campaign premise for a revitalized,, 
re-formulated, re-packaged "new 
Continental Palmolive": 

Why not use attractive European 
women, in their natural habitat, as 
an example to American women of 
what Palmolive can do to help a 
woman look younger? Why not 
shoot new commercials in Europe? 

The idea sounded fine to C-P 
executives such as Elwood 
"Woody" Gair, one of the managers 
of C-P's general household prod- 



Poiver lines spin web at the Eiffel Tower Moore, Guir, Tinney inspect Roman locale 



A LM OLIVE 

I ; nets, Ted Bates senior y,p , Dwaync 
1 1 L> Moore, and Other Colgate brass 

Ito eM^iman J.. MMrency, 

J fexec. f p„ marteting v.p, Bobert: 
i W. Youmg 4 Jt, and senior product 
s manager Letfen Smith. 
I Called in fin the project in its 
I [ ei£l|f .slaggs' was veteraft fito 
< I ductiom, oxeeutive Robert Berg,rnan, 

president of Filmex. figrgmmrfs firm 
il I was- a logical choice^ having antici- 
t pated a s tep-up in European-localed 
] i timing, Bergman '"had signed ex- 
r : BBDO producer Everett Hart to 
r head a Filmex European produc- 
^ tion office which conid produce 
[ B.ILrtStyle commercials far from the 
] high-rise agency buildings of Madi- 
] son Avenue, 

Copy, stofyhoards and a prodne* 
r tion mode were evolyed in tfew 
. fork? and the location trip sched- 
i uled for early I9fi4. In Europe,, I tart 

and his Filmex staffers began to 
i scout for "models ' for the TV com- 
s meroial series (criteria;: they had 
f to be European, yoting-lookiiag al- 
i though, not necessarily youngs very 
f attractive,, possibly married with 
■> ahildren and a creative career or 
> avocation;)- 

1 Executives began to board trans- 

} atlantic jets, holding briefcases fill- 
ed with storyboards under their 
arms, Messrs, Moore arid Gair went 

s to Paris and Borne, followed by 
Bates v.jjl and, associate director of 
TV commercial* Zack Schwartz, 
Bates commercial, broadcast- pro- 
duction v.p* Bob Marguliesj and 
Colgate-Palmolive commercial pro- 
duction manager Joseph L. Tinney. 
Beeails the latter C-P production 

| executive of the Aiming operation, 
which began in Borne in January, 
and shifted to- Nice arid Parte: M 
February i 

"We learned that U.S. commer- 
cials can be done in Europe with no 
strain- — provided the .pre-planning 
is thoroirghi In fact, any- U,SL, TV 
group going to Europe for com- 
mercial film ing shoul d ha w ' Plan 
: Ahead" tattooed on. their wrists.. 
m ^m% it was an inM^thlg and 




'Cpmmwtmi mamma? &» Ram* hmmht entire ml* together, fr&m Colgate 

mid Jkarn sapervtsarg M still pMaxta^ritpitSr BieUfm Sehimira. Locale mm 

fbmtsi '^S-pamM-h Steps." in seqmme shmi'cmtln% popular Rmnmi keam'y* 

PffmtM W^iSi-eiiiurm Bar ghe$i>. -Grmxds ui-ttteriiilised ffuieMy, but security iivap 

mm am, mi kymmMn rkcmfa prcgdmtim (fiftoul in 3Mw, -poter) 

was jmr tfomfJhw mame being made- in tbe Aemat City by Americans 
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Princess Borghese trtts "very nice, very regular" in opinion of Colgate admen such as 
Joe 'Finney (left J, studitd made-in-!\'eu-York storyboards closely, proved quick .study 
Run-through on location in Rome ne.nl smoothly, thanks to careful in-advance planning 




unusual trip. But don't get the idea 
that there's going ta be less work 
over there for those supervising the 
production; there's a lot more. In 
fact, there isn't even the relief of 
going home at night. You talk shop 
all day long, and half the fright, and 
then shoot again the next day." 

Does the physical distance to Eu- 
rope create problems for the U.S. 
producer? Tinney admits it does, 
but puts it this way; 

"The crews we worked with were 
real film artisans, and wer^e most co- 
operative. The problems emerge in 
European filming on things like 
small changes in the set-up of shots 
— changes which would be no prob- 
lem for a. crosstown phone call in 
New York, but which are a big deal 
complete with transatlantic phone 
communication when you're three 
thousand miles from the home of- 
fice. In our case, everything went so 
smoothly I was surprised. VVe didn't 
even have temperament problems 
with our European models, one of 
whom was a Princess. The trick 
was, as I said, simple — plan in ad- 
vance." 

Tinney 's views are strongly sec- 
onded by Filmex president Robert 
Bergman, who told sponsor: 

"There can be many pitfalls to 
shooting in Europe — local film and 
police regulations, clearances, light- 
ing problems, and so on. This re- 
quires someone to be there, in ad- 
vance, to press the right buttons. 
Otherwise, a production group or 
agency would be foolish to try to 
walk right in and start shooting the 
next dav. 



Careful attention to model's makeup (left, 
below) helped heighten feeling of 
"glamor" of European bettuty; authentic 
villa provided worth-a-fortutre background 




Ftfmm Eimmmn C r «« se«S up for & 
an.fi. «/ Mrnne** jounmims, drained of matter 




, 'm9lMrn,, sasmd sysiem^all drink electricity thirstily. Problem wag solved 
p-artiMte gsnmat'Ors used oil PabftoHtoe European commercials during locate work 



*M the same time, tbere's mmh 
to to ,s : aid to the 'American point 
of isifiw' in shooting, in Europe, 
American producers, or producers 
trained fe. work in U.St TV" sidles: 
ind familiar with UJ>-< tastes,, ate 
HjKre likely to come; up with a fresh 
use -of fcwBHles to which the Ameri- 
am. riewer can relate- — such m the 
Iffffel Tower — which a Etiripean 
producer would anhamaMealff tfes-- 
iftr as .cof-rrball" 

The classic jackpot question ma.- 
:egrning commercial location trips is 
^Haw much did it cost?** 5 

As of Spqs : SQb ? s deadline for this 
Issue, Coigate-Palmdlive olpelals 
didn't rei% know for sure, because 
Mils were- still arriving.- In produc- 
tion meat Tinney's, opinion, the loca- 
tion trip B wffi probably work out to- 
atofrt tire same cost, as a ^ijality*' 
comraeftial filmed :rtght here in 
Hpw "£ork„, wi|b anything" we saved 
mi fewer-oast crews and materials 
counter-balanced by the costs of 
hotels, meals, travel, etc, for ©tart, 
sgsney MM production personnel/ 
• Uffttg eustorfiarf Sew York- eost$ 
fur a tegh==fa«Mc«i commercial with 
oi^tdo'or/indoar location wk at a 
feiiGhraark, a fair goesstiaaiate of 
thes ColigatehPalmslive* costs for' the 
kiftfttiiOiS trip would to somewhere 
between, SHQ,0OO and $100,000, For 
•such a mm,- Colgate wilfebava at 
least two commercials (50*s and 
Iff*! Far ■eaeb of the three lacaftoii 
iirtes>, with one if the oomaiiSesififl 
sets (those shut is Rome J in solar 



for use in -Cjoloriaed network of .spot 
TV situations. 

Locales, which viewers will see 
in the commercials when they de- 
but next month, vary from Barneys 
famed Spasish; Steps- to- the Riviera's 
Moyenne Conijche and Paris* Eiffel 
Tower. 

te will also have plenty of 
feminine glamor, European 'Davis-.-- 
to highlight its TV c-ommerct- 
als. Th# three mode's: used — Prin- 
cess WJjtetatoe Borghese ( Borne ) , 



France Valery (Paris), and Denise 
Perrier ^Frgnch Biviera) — look the 
way most American women would 
like to think they look, but don't,, 
The European models (all users of 
"the new Continental PalmoMve") 
would probably look authentic if 
they were filmed in Rockefeller 
Center or an Iowa cornfield, but in 
the frame of familiar European sur- 
fouodfags they should arouse envy 
— and a PalmoKve-buying urge — in 
feminine viewers. So Colgate hopes. 



Nmr fnofttfe, pi'egmrs wM-see TV commercials nifh scenes like this for ^New Continent- 
al Pjg AftdMfcd* ' «B daytime network shows^, and m 5M-Market nighttime campaign 
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TV sendoff for Tab 
in biggest market 



Slick new copy and music will 
mark the TV debut of Tab, 
Coca-Cola's low-calorie drink in 
New York, as the soft drink giant 
set its sights on number-three place 
among all soft drinks in spot TV. 

( Three guesses are hardly needed 
to name numbers one and two, 
which means that Tab bottlers may 
be pouring it on at a $5 million 
gross rate annually in TV spot, ac- 
cording to Sponsor estimates.) 

Entry in the nation's largest 
market with a seven figure media 
budget for the New York franchise 
alone (J. Peter jaffe, president of 
Coca-Cola Bottling Co. of New 
York, wouldn't say how many mil- 
lions) means that Tab now has 
covered 90% of the national course 
in the many-brand race to capture 
a growing diet drink market. An- 
other 90% in the Tab numerology: 
Blitz introduction of the new label 
in a little less than 10 months has 
utilized up to 90% of the intro- 
ductory ad money for TV ( Sponsor 
January 27). 

Thomas C. Law, president of the 
Fanta Beverage Division of Coca- 



Cola, producer of Tab, said that in 
some markets low-calorie drinks 
were taking a fifth of all soft drink 
sales. The label's entry into national 
advertising begins next month in 
magazines with color pages to run 
throughout the year in eight gen- 
eral-interest and women's maga- 
zines. This is on top of heavy local 
advertising, which, in addition to 
its strong TV commitment, uses 
radio, newspaper, and outdoor sup- 
port. TV is targeted at a minimum 
150 rating points a week in every 
market, he said. 

At a trade preview, Stuart Wat- 
son, president of Fanta's advertis- 
ing agency, McCann-Marschalk, 
screened new color-TV minutes 
and 20s that use candlelight, stem- 
med glasses, and champagne cool- 
ers for opulent appeal in the Tab 
flavor story. Backed by an Eliza- 
bethan musical track that also is 
heard in radio copy, the new 
graphics grew out of hundreds of 
experimental shots the past three 
months, Watson said. 

Describing the progress of Tab's 
copy philosophy from its beginning 



last year, Watson said tots soBtt 
confirmed that appeals smacking 
of denial would not win the weight 
watcher. At first, lie said, it was 
thought this market wanted "a Sana 
cigarette in liquid form." But it 
became apparent the low-calorie 
crowd was more than "fat ladies 
and health addicts." It turned out 
to be .almost anybody and market 
ers decided, "the public Wanted a 
bottled Winston." Tab consumers 
"are not worriers but casual dieters 
who want to bank a few calories 
so they can have a piece of cake." 
So the diet point was refined to a 
simple "one-calorie" amiouneeineiit 
with the rest of copy devoted to 
taste, and a tie-in line on Coca- 
Cola to capitalize on "reassurance 
and authority" in the Coke name. 

Jaffe, describing Tab's entry into 
its biggest market yet— extending 
upstate from New York City, into 
New Jersey and Connecticut to 
serve a 19 million population— said 
his company is aiming for 32 Mil- 
lion impressions a week on New 
York's five TV stations, scheduled 
for 300 rating points. Saturation 
radio will come in the post-intro- 
duction stage. Fulhpage bursts Mil 
hit 54 newspapers this week and 
follow up with 1500-line flights. 

Summarizing the diet trend in 
their market, the soft drink men 
compared it with the frozen-food 
and small-car market revolutions,! 
and for Tab, Jaffe predicted "some 
giant fireworks in the market- 





Thomas Law, Jr. (above), president of 
Coke's Fanta division, said at Tofr's 
New York debut that bottler spot bud- 
gets are putting the new label in the 
top three soft-drink TV advertisers, 
Shown with new Tub "packages*' : 
St mm WatsOn (I), president of Mc- 
Cann-Marschalk. tvho holds thet faintly 
size; and J. Peter Jnffe, president of 
Coca-Cola Itottling Co. of New Tar-k, 
which is selling Tab in eight-packs. 
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M#jfc£t»JFf s hWahmTMMpmn> ( adepts trophy 
fa* wtomn$ Koihk entry* M. J. Wagmr. 
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Product— Kodak erte films Advertiser— 
fim«ift,»n fcttejq Agency— J. Watet 
ThOraJfsQU,. New IfOrk;, Production en. — 
fcjrerland Assoc,., Nm TStak 



Iifilone 

DE LUXE J 

FRf NCM « 
DRESSING^. 



JPrOdMct: — Wishbone Deluxe French; 
fitassfag; Advertiser— Thomas, J. L%tOB 
Go,; Agency — Edward H> Weiss,. Cljfeag 0;, 

PmlsjctJort «bu — Joo-i? Ceesink 





P«oduet*--Post Crape> State Advertiser — • 
Plat Cereals,, Ageftey — .Benton Id Bowles, 

Pfc®'ds,-. 4 ifollywofid. 



PHOTO REPORT ON 
AWARD WINNERS 

WlrineB & the Hollywood 4d Club's *fth Ifltl, Broadcasting 
Awards wmeg announced rn last week's mm of SPONSOR. Here 
ars? TV frames from a dozen winners and the presentations* of 
the Sweepstakes trophy for the 19i3 world's best television and 
radio commercials emeeed by comedian Phil Silvers. 




Product — Hallmark, Party Decorations; 
Advertiser — Hallmark Cards; Agency — 
Foote> Cone & fielding, Chicago,; Pro- 
duction ca. — Torn Arend, Burhank 




Product — Ford trucks ; Advertiser— Ford 
Motors^ Agency — J, Walter Thompson, 
Detroit, Production m — WMing Film 
Co« Mew York 




Product — automobiles. Advertiser — Foci 
kfejiorss Agency — J„ Walter Thompson, 
Las Angeles* Production co. — Tom d.e 
' % Los Angeles 




Product — beer; Advertiser — Jos. Schlitz 
Brewing Co,; Agency 1 — Lea Burnett Co., 
Chicago 




Product — Clnffen Liquid Pteteafgertt; Ad- 
vertiser 5 — Armour. & CO , Agency — .Fpote, 
Cone fk fielding; Production co- — Film- 

Mr t Los Angeles. 




Product- GE Soft-White Bulbsi Adver- 
tiser — General Electric Co.; Agency — 
BBDD, Cleveland, Production co. — OTA 
Pictures,, Cleveland 



§ 



■ 



29 



ADVERTISERS 



AWARD WINNERS continued 
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Product — clog food; Advertiser — Ralston 
Purina Co.; Agency — Gardner Ad\ertis- 
ing, St. Louis; Production co. — Wilding 
Pictures, Chicago 





Product — Laura Scudder's Corn Chips; 
Advertiser — Laura Scudder; Agency — 
Doyle Dane Bernbach, Los Angeles; Pro- 
duction co. — N. Lee Lacy, L. A. 



Vice Chairman Paul Foley of Mc- 
Cann-Eriekson, who says, "Some of 
my best friends are women," faces 
associates at last week's session of the 
New York chapter, American Women 
in Radio & Television. Friends on 
hand (1. to r.): Margaret Mary Kear- 
ney, ediicational director of WCAU, 
Philadelphia, and national president 
of AWRT; Hazel Bishop, former cos- 
metician who is now a stockbroker; 
Thea Zavin of Broadcast Music, Inc., 
chairman of AWRT's Educational 
Foundation, and Florence Monroe of 
WNYE, New York, president of the 
local AWRT chapter 



Adman complains to airwomen 
about flighty di staffers 



"Commitment" was the keynote ad- 
vice by an adman to the New York 
chapter of American Women in Ra- 
dio & Television on a day tradition- 
ally set aside for pursuits other 
than business, Saturday, Feb. 29. 

The keynoter, Paul Foley, vice 
chairman of McCann-Eriekson, 
said that in view of the "cult of 
brainlessness" and youthful race in- 
to matrimony that "employers find 
it difficult to make anything but a 
fleeting and lukewarm commit- 
ment" to women. 

On the rostrum with Foley were 
three other speakers who examined 
for AWRT aspects of "My world 
and me," topic for the day's explor- 
ations presented in cooperation 
with the organization's national 
Educational Foundation seminar 
program. The session was held at 
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McCann-Erickson's New York of- 
fice. 

"My obligation to the corpora- 
tion is in direct proportion to the 
obligation to myself," observed 
Marion Stephenson, vice president 
of NRC Radio, one of the morning 
speakers whose subject was, "What 
Am I Working For?" 

"Do I have a talent that is need- 
ed by my company? Do I have the 
determination and willpower to do 
iny best each day? Do I want to 
work hard and be competitive? Do 
1 want to give all it takes to have 
a successful career? Unfortunately, 
there 1 are many in today's world 
who do not ask these questions as 
there is little thought of the obli- 
gation to one's self." 

"Drive," Miss Stephenson con- 
siders to be the basic ingredient 




Product — savings accounts; Advertiser — 
First Philadelphia Bank; Agency — N.W« 
Ayex & Son, Philadelphia; Production co. 
— I la mid Wondsel Prod., New York 



that urges and prods us to do more 
than the average. 

In emphasizing that drive, to be 
effective in business,, must be a 
working relationship between thp 
individual and the company, her 
ideas coincided with those of Dr. 
MacEldin Trawick, industrial psy- 
chologist with Standard Oil of New 
Jersey. 

Appraisal of performance, he 
said, must be standardized in order 
to be objective, unemotional, un- 
prejudiced and just. 

On the subject of "What about 
my money?," Miss Bishop recom- 
mended the prospective investor 
to have a 6-month supply of money 
in the bank and adequate health 
insurance as well as other invest- 
ment programs. 

Foley, who interpreted the key- 
noter role as "AGENT provoca- 
teur," threw out several challenges 
to lady broadcasters. He reminded 
them of political "minority" status 
because of failure to vote and quot- 
ed a national poll that found 34% 
who would vote for a well-qualified 
Catholic candidate for President, 
77% for a Jew, but only 55;% for a 
woman. Anti-woman prejudice 
showed up stronger among women 
than men in the poll, he added. 

In employment, Foley conceded 
that prejudice exists in many areas 
of employment, "but it is equally 
true that women are not availing 
themselves of their greatest oppor 
tunities where prejudice is at M 
minimum and rewards are at the 
maximum — in the skilled profes?- 
sions." 

SPONSOR 



Big spenders M 
drink be&p— KGLM fti&Sl® 

Beer patjsnffal in ti#J?ef4j>c«mc 
b»me» Is spothghted in % Market 
■study by ilSLM/EBJC, Los An- 
geles, -which found tbat !S a,"bas%al|y 
msimriimi beer, Goers/* dami- 
nstei to high in«WJ« b®me& of 
Stwthern California, 

Doers and i|s distrtl^fQrs do 
spend some money in television, bu t 
at only a fraction of the rate of 



Haco-ro'l, tghieh 
in iipper^ihxOme; 



seoouc 



ranis 

homes in the 
f£LM/KBIC study. The relative 
scores! %7-,8$ of beer drinking for 
Cooes last September hi iipper-in- 
mme homes, and ll.i^for Hamm*s. 
#tetnger in this segment than in the 
genista! market, Coors may be -win- 
ning groping mass acceptance, the 
stations infer from- the 'Study. 

KGLM/KBIC think the uppei- 
ineome beer market may represent 
"much more sizeahle opportunities 
than many beer marketers credit to 
it," possibly mere than a third of the 
peak season market The report 
suggests, "Beers- that •will iOtrtest 
for the higher-income families as 
tigftrouslf as they do for the Negro 
t will be rewarded 



Another considerable TV spender, 
Husch Ba^ari'an.,, suffered a defihpe 
in upper-income share from spring 
to fall, the study showed. While 
Doors increased its market share 
mora than a third in high income 
home* dnritig this period, BiiMh 
Bavarten dropped from 7.3? in May 
to S.,,5i in September in the same; 
laamesv 

KGLM/KBIG : *s study was 'Con- 
ducted in 1 -May* July and September 
of last year,, interviewtng in each 
more* than 6DQ adults tern 
famihei bufing beer for home con- 
Sumption,- Besnlts showed that 
uppewncome families have as a 
high percentage; af beer drinkers as 
the general market, with more than 
M%. of upper-mtome households re- 
porting same home beer-drinking. 



SetfquB- mffilsr* in, TV 

LamoJta. Pins, subsidiary of Hazel 
Bishop, has budgeted $1 million 
for die first six weeks of advertis- 
ing and. merehiwdistog Setiqpue* 
dual-f urpose hairtetting lotion and 



spray, which made its how last 
week in New York. 

With ail initial goal of capturing 
10-20% of the hair preparation bus- 
iness* Morton Edell, president "f 
Hazel Bishop, said fet Lanolin 
Plus Hah Spray alrrady has 10% 
of this market In Setique's New 
York launching, a schedule of 125 
minute commercials, per week m 
four TV stations is being used, 
along with magazine and news- 
paper space. 

Together, the Hazel Bishop com- 
panies spend in excess of $1 mil- 
lion, gross estimated billings, 
through Daniel &• Charles. Subsid- 
iaries beside Lanolin Plus are State 
Phaimacal, Lilly Daehe and Ange- 
lic} us. Edell, former president of 
Lanolin Plus and founder of Vit- 
amin Gorp. of America which was 
sold to Bexall in 1954, has reorgan- 
ised^ Ha^el Bishop management 
and board. 



LoFillard's '63 sales 
a record $516.1 mil. 

P* Loi illard Co., third largest ciga- 
rette company in the United States 
and one of the biggest spenders in 
broadcast advertising, topped all 
previous records last year for dollar 
and unit volume, filter cigarette 
sales, export sales, and foreign roy- 
alty income, according to its annual 
report. 

New sales in 1063 were $516,144,- 
614 a new high foi the third con- 
secntive year. Net earnings were up 
4$% to $27,918,457 ( $4.14 per com- 
mon on 6,575,548 shares outstand- 
ing). 

Lfjriliard president Morgan J. 
Cramer also noted that the com- 
pany registered significant sales 
gains in little cigars and chewing 
tobacco, while its smoking tobac- 
cos "fared better than the industry 
as a whole." 



Goldenson receives IRTS CSold Medal 




i 



Leonard ft. Goldemson Cleft), President of American Broadeasting-I*ar- 
araount Tteatres,, $m r receives the Ittteroatijai^l Radio and Television 
Society's 19©4 Gold Medal fm 'WMandlng contribution to Broadcasting 
and Bwadeast Advertising" from Sam Cowk Digges, IRTS President. 
Coldensan; receivied the »ward at thie IRTS's 24th Anniversary 
night Martsh 4) at the Waldorf-Astoria 
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Nautical theme 
for cigarette sell 



Camel Time . . . It's pleasure time 
for you, ANNR.-. Camel Time when 
nothing less than a Camel • = • will 
do. Camel's got clean-cut . . . taste, 
honest enjoyment, easygoing mild- 
ness. The test tobacco makes the 
best smoke, singers: Camel belps 
things brighten up . . . every time 
you like one up. Bight now make it 
"Camel Time" (Chimes) Have a 
Camel cigarette. (Chimes) 



'Camel Time' commercials on TV ignore health issue, 
offer adventure line, reward for masculine derring-do 



As cigarettes juggle commercial 
themes and broadcast times in 
the wake of the federal report on 
smoking and health (sponsor, Janu- 
ary 13), Camel has been riding the 
TV waves with a pre-scare theme 
produced by William Esty. 

Produced before the report and 
introduced the same week the 
Washington story broke, a series of 
nautical commercials for Camel 
premiered the middle of lanuarv on 
McHale's Navy (ABC-TV Tuesday, 
8:30-9 p.m. EST) and continues this 
month on the air. 

The current minutes have Cam- 
el's characteristically restrained TV 
pacing. No mention of brand name 
occurs (see copy) until well into 
the narrative, after the "mission" is 
accomplished, rewarded by "Camel 
Time" relaxation. 

Here are frames from two of the 
60 second Camel adventures, as pro- 



duced by this team for Esty: 

Creative director on Camels: Wil- 
liam Strosahl, executive vice presi- 
dent of R. J. Reynolds' advertising 
agency, 

Writer: Stanley Merritt, 
Agency producer: Charles Jilnicki, 
Agency production head: Joseph 
S. Forest, Esty vice president, 

Contract producer: FFF Produc- 
tions ( Fred Pressburger ) . 

CABIN CRUISER 

(MUSIC: PERILOUS MOOD) 

ANNR.: You're running . . . just 
ahead of the storm. The wind is . . . 
up. The sea is building. There's 
quiet harbor waiting . . . but you've 
got to pass the jetty first. Close call 
but you're here . . . You've made it. 
It's Camel time . . . right now. 
(Camel time chimes) singers: Cam- 
el Time. (Chimes) It's Camel time, 



HURRICANE HUNTER 

(xMUSIC TO ESTABLISH MOOD 
OF TENSION WHILE FLYING 
THROUGH HURRICANE) 

ANNR.: This is a hurricane and 
you're . . . flying smack into angry 
black clouds . . . pushed at you by 
a . . . wind that knows no speed lim- 
it. You're flying for the Weather 
Bureau's . . . Research Flight Facil- 
ity. Suddenly . . . you're through 
the clouds into the clear. You can 
ease up. It's Camel Time . . . right 
now. (Camel time chimes) singers: 
Camel Time (Chimes) It's Camel 
time, Camel time . . . it's pleasure 
time for you. ANNR.: Camel Time. 
When nothing less than a Camel 
will do. Camel's got clean-cut taste, 
honest enjoyment . « . easygoing 
mildness. The best tobacco makes 
the best smoke, singers: Camel 
helps things brighten up . . , every 
time . . . you light one up* Right 
now make it Camel Time, 
(Chimes) Have a Camel cigarette. 
(Chimes) ■ 



CABIN CRUISER 




You're running . . . 
just ahead oj the storm. 

HURRICANE HUNTER 



The it' it id is . . . up. 
Tlie sea is htiUtline. 



There' m quiet harbor 
ivuitiug . . . but you're 
got to pass the jetty. 



Close call 
but you're here 



This is <i hurricane . . . 



and you're flying 
smack into angry black 
clouds. 



. . . pushe/l at yon 
by a uind that knoics 
no speed limit. 



Suddenly . , . you're 
through the clouds 
into the clear. 



. . . You're made it. 
It's Camel Time . . . 




You can ease u/>. 
Zt's Camel Time . . . 

right now. 
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Brewer 



Dillon 



0H&Wj$$t fl#w .cshairmaJhu 

Ditto n ©BOO president 

Bllte, JtariGii, 33-mMine 4 Qstan 
has afeeted. president Charles H. 
Kramer fro the peftetisly vacant 
past of eMrmfln,, naming general 
linger Thomas G. Dilloa to the 
refideney. In other mo^es, the 
agency named six as- viee presi- 
Eeuts. 

IfcOWer, a former schoolteacher 
id assiltanfr: ad manager of Pacific 
;Ii%, j'oined fehe old George Batten 
2a as a copywriter in just 
'before it merged with lart6% Dur- 
stttte It QsJborfl. He remains ?hief 
estcivtiw officer of HBDO. Dillon, 
ate a, former copywrtter,, joined 
BSDO, Minneapolis, in 1138. 

Tire jj©-f€y 'named vitee presidents 
are »fiptj»e-dire , ftoi-' Malcolm Ma,c- 
otcfail; account group heads John 
Kraiishaar and William G. Wei- 
fpid;- account snpervisors. Tate 
Brown and William M.. Sehmick; 

ad account executive Allan Bow- 
er master. 

Bates ma.ftee:tifi..g head 

James K. Forget has been ap- 
pointed director of the martetfag- 
mefihsnditing 




Ted Bate% 
l|w York, and 
elected vice 
president,; Ru- 
dolph Moittge- 
las, president, 
anfwuaced test 

Forget, toar- 
¥orm feting -sttfeffi- 

sor for- two years, sncceeds "Vfafttr 
W. MeKee who is retiring alter 14 
years as head' of the department. 
Tire new marketing head joined 
Bates in IBM? after mare than five 
years with Jacob Ryppert Bre^eiiv 
IPs as merchiindisifig supervisor illd 
ttKmafer.. 

Mxmh % IWM 




WILCOX PUTS: THEM 0N.» . t&ftad out what's new withr Madame Nhu 
. ..whether Dick Gregory thinks he has a right to be uncivil , , .why Justice 
DoUglas married his- Sl-year old secretary. In San Francisco, KCBS Radio 
listeners quiz, the men and women who make the headlines on KCBS flews 
C&afgrf-aff , Moderators Fred Wilcox, Fred Goerner, and their daily Neivs 
Ctoftfemvce celebrity field -phoned questions with wit and dexterity. This 
kind -of twG'Way radio is, aimed at adults, and it hits its mark by delivering 
quality response to* advertisers-. For proof, see our survey in depth. 

GOERNER TAKES THEM OFF 

. ., . for an all-afternoon excursion into everything .that's new, -interesting and 
significant,. A man of boundless curiosity, Fred Goerner guides listeners 
through new worlds.. KCBS Spectrum 74 is one-stop: listening for armchair 
explorers, Goerner (with eo*-hosts Fred Wilcox,, Helen Bentley) leads ex- 
peditions into the -worlds of science, medicine, travel, history, fiction, fash- 
ion. These are the listeners.: the higher income, higher spending, higher 
••i' . •(--""- i >'•; 'n Northern California, As ft" for details. 

Foreground programming molds opinions,, delivers; adult response,. In Sen 
Franotee, the talk of the town is ttmfeujrsf the town. RADIO 



Siat'iwq repr 



fciyfcss Raa-ia: SM Sates, 



33 



AGENCIES 



M-E chairman Foote 
directs Chicago office 

In the Interpublic Group of Com- 
panies, Emerson Foote, chairman 
of McCann-Erickson, has assumed 
direct responsibility for that agen- 
cy's Chicago office following the 
resignation of Draper Daniels. 
Foote will announce shortly the ap- 
pointment of a manager for the 
office. 



Meantime, Wade Chapman, for- 
merly a vice president and account 
supervisor of McCann-Erickson, 
Chicago, has been elected a senior 
vice president and member of its 
board of management, with Currie 
L. Brewer and Ray Markman nam- 
ed vice presidents for the office. 

Also appointed McCann-Erick- 
son vice presidents are Thomas S. 
Clarke, Jeanne L. Cronin, and Rob- 
ert S. Hendrickson, all of the agen- 




DELIVERED BY 



NEW DEVELOPMENT 



• New Chrysler assembly plant 
— 6000 new jobs in 1964 

• New $8 million hospital. 

• New Gates Rubber Plant, 
Freeport, III. — 500 new jobs. 



THE MARKET 



58th in U. S. in E.B.I, per capita 
78th in U. S. in E.B.I, per household 
$1,480,547,000 market. 



WREX-TV COVERAGE 



• 54 of the top 57 shows 

• Noon to 4 p.m. — 79% of audience 

• 6:30 p.m. to 10:00 p.m. — 56% of audience. 



Remarkable 

ROCKFORD, ILL 
WREX-TV || 

® II 




*As verified by A.R.B. Oct. 27 — Nov. 19, 1963 oudience meosurement data are estimotes only-subject to 
defects ond limitotions of source materiol ond methods. Hence, they moy not be occurote of the true audience. 




cy's large San Francisco office. 

On another Interpublic front, the; 
radio-TV department of the New 
York office of Erwin Wasey, Ruth- 
rauff & Ryan has been reorganized^, 
with vice president-creative direc- 
tor Eugene F. Taylor named tl 
supervise the creative functions ol 
commercial production, and vice 
president-media director Samuel S. 
Scott taking charge of programing, 
network negotiations, and station 
relations. In addition, Roger FL 
Pierce, general manager ol 
EWR&R's St. Paul office, has been 
elected a vice president. 

Infoplan, public relations arm of 
Interpublic, has appointed Richard 
L. Wilcox and William P. Corley 
as vice presidents. Corley is man- 
ager of its Atlanta office. 

JWT elects four execs 
to higher positions 




Devine 



VVils 



J. Walter Thompson has elected 
John F. Devine as secretary; Ed- 
ward B. Wilson II as senior vice 
president, and Paul E, J. Gerhold 
and Edward J. Malone as vice pres- 
idents. Devine, who joined JWTs 
legal department in 1946, is ad- 
ministrative vice president and 
general counsel. Wilson, With the 
agency since 1947, serving as a vice 
president since 1956. 

Gerhold, appointed the agency's 
research director last Jan. 1, joined 
JWT after serving Foote, Cone & 
Belding as marketing services di- 
rector and vice chairman of the 
plans hoard. Malone joined JWT 
in 1960 as a merchandising repre* 
sentative and, since 1963, has been 
director of the marketing-merchan- 
dising department. 



C & W's Walsh 

Fred H. Walsh, former chairman 
I of Cunningham & Walsh, New York, 
I died Feb. 21 at the age of 79. 



JUt M. BAISUM , ...... 

V. P. 4 GEN, MGR. GANNETT 

Representee, by M.R. 

T.l.vi.ion, Inc. GROUP 
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Thinking about an NAB Convention ad? 



Then think about SPONSOR'S NAB Convention Special 



Here's what you get . 



y-oajj» ad: to all subscribers in the regular 

April 6 Convention Issue (regular Issue rates) 




ffoMr to all Conventioneers in a Separate 2,000 run 

«# 4Afft^lMIfe£*8S acf thir CliayeMtion 
Special jj$5© per page extra) 





A Convention Special that's loaded with useful 

reference information 




A ^convention Special that hlghspots the many 
4k Washington lapfeMngS of Smmtm% !# advertisers 
■ar and agencies, tells what the industry is doing about 

the** 




That's th:e April & Convention Specsial. A real 

Wm SHUr*! sp?e«i,ai. 


It's a special value! Call now (area code 212, MU 7-8080) 
^■■Sp* or wire 055 Fifth Ave., New York 17, N.Y. 



T I M E / buying & selling 



EDI A RESEARCH COME 



Only with audience research can computers do an exact 
job of matching campaigns with maximum impact media 



JOHN MESKIL v.p.. director of media 
West, Weir & Bartel 

IN my opinion, the most important 
breakthrough in media buying 
ability and technique will come, 
not in the area of computers and 
computer application, but in the 
area of media research. 

This is not to imply that import- 



ant strides in the use of computers 
will not continually be made, but 
the greatest need and the biggest 
computer problems is more and 
better audience research, profiling 
the audience composition of indi- 
vidual media units. Only with this 
data can the computer do an exact 
job of matching campaigns with 
maximum impact media. 



I 



Media research has come a long 
way since the early 1930s when 
three studies laid the groundwork 
for much which was to follow.* 
However, much still remains to be 
done in media research in order to 
enable it to achieve its rightful 
place in the advertising profession. 

In many agencies, the media re- 
search function falls in the "gray 
area" between market research, li- 
brary research, and media buving. 
If the media function is to make use 




SPONSOR 




i 



IRST 

mi electronic machines, we most 
first carefully define; the role of 
media research and place it on the 
proper pedestal wttton the organi- 
sation, 

Headless to say, there is much to 
lesired iia what we can establish 
as fact and fiction in current re- 
Seateh — particularly in the fastest 
powiug media — broadcast — both 
radio and television. 

Adlhotigh radio has grown tja a 
|B'?Q million advertising medium in 




HN MESKIL 

m vfce ptesftfc'tH ami d'mzmr »t vwflM m 

» mi Mifwgtm' $ Ccmjtmif) ifmhM has 
m tmr-ktag, wkh the ttgvnirt (ZM\C) Sutfcie 
■I'lSpIs Jpfim m-Aift ke mm *Im president 

g«gf«- iff; rifif* «pn^ Ftmit^r, Mk'fka-nh 



Mseskil (r) goes orer a media ressscmb 
rt with fl -¥.)' Oil G*efe&vpan, media sup- 
«j letb Blask, media supervisor sod 
Daltw, SSSflMWte media director, 



1103 and television to a $J billion 
medium* the tools for basing sound 
media judgments, have uetually de- 
oihied in, same oases. For fismrplej 
what do; We use to determine the 
site of network radio's audience for 
£m, NBC, ABC, or Mutual? At the 
present time, all four networks can- 
not even agree that the one remain- 
ing measurement service is valid. 

The television rating services 
have undergone enough adverse 
criticism recently for all in the in- 
dustry to agree that more accuracy 
is needed in this area. We freed 
answers to questions regarding sur- 
vey procedures, and whether or not 
Our much maligned television \at- 
ing# are the best available method 
of measurement. Furthermore, we 
should have information, regarding 
the viewing habits of people who 
know that they are being monitored 
versus those who are not. 

The two examples I have men- 
tioned pertain to measurement of 
actual media values, yet there are 
many basic questions that have 
plagued advertisers and agencies 
for years. Progress in answering 
these questions in the form of valid 
research has been slow to develop, 

A few examples will iHustrate the 
point; 

» Gmmnsrcitii tmgih — how long 
should a commercial be in order to 
properly sell a given product or 
ideal You can get a different an- 
swer every time you ask the ques- 
tion., 

• Q&mm-frreiMl wear out— how 
long should a given commercial be 
used before it becomes an irritant 
and hinder the sale of the product 
rather than, help it? 

# Gamnmrcinl ftequ&tyoy- - — 
mush has been written on the sub- 
ject, and many studies have been 
done to determine proper frequency 
of the advertising message to pro- 
duce maximum sales* but even with 
the- many guideposts now available, 
there remains enormous work still 
to be done in this area. 

Much time and money has al- 
ready been lost in computer pw- 
graming because of {he basic re- 
search questions that still go un- 
attSSvered, It is in this area of com- 
puter impact where media research 
will and must make contributions. 
It is the information supplied by 
the media researcher which the 
efaftfUtfir analyses, and in turn, 



hands back to the media researcher 
for further study. It is np to the 
media researcher to tackle prob- 
lems such as reach and frequency 
of campaigns and remove them 
from the realm of guesstimates into 
actualities. 

So far 1 have been stating many 
questions, but I would also like to 
make some suggestions for supply- 
ing answers. 

I strongly urge the following 
steps be taken in ymrr own orgaui- 
istttiwi while awaiting Advertising 
Research Foundation or National 
Association of Broadcasters or 4 A s 
or TvB or RAB assistance in this 
area. 

If you are a young man or woman 
breaking into the business, take a 
good look at the media research 
function in your organization, I'm 
sure you will find that it is under- 
staffed and overworked, If media 
work is your goal, immediate op- 
portunities for advancement (and 
cOmensurate salary increases) will 
be greater in this area than in any 
other part of the media department. 
The shortage of qualified media re- 
search personnel is already with us, 
and it promises to increase. 

If you are already in media re- 
search, you have a great opportun- 
ity to provide important new break- 
throughs that can lead to improved 
media buying and scheduling. This 
will provide your existing clients 
with immediate sales gains and can 
play an important role in manage- 
ment's constant quest for new busi- 
ness. 

If you have the responsibility of 
running the media department, it is 
important that you plan now to staff 
your department with qualified 
media research personnel because 
this is essential to the efficient Use 
of computers in. your organization, I 
predict that before long there will 
be important industry announce- 
ments in media research. Agencies 
must do more in this area — it is es- 
sential to Gomputarization. 

Agency management should in- 
sist that their media department be 
well staffed in the area of media re- 
search. I wonder how many man- 
agement people know exactly what 



<% *Tlie Watertewn Study of Maga- 
zine Duplifeatiou" tar Do»aW St Hobert 
2, Time Magazine's ^Mng^rpTiwt Study" 
by Cornelius DuBo's 3. "Advertiser Looks 
at $adlo" by Archibald M. Ci'ossley 
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WHEN THE MUSIC STOPS 
ON WLOL, IT'S 




TRONGARD 

NEWS 



And if there are any lingering no- 
tions that all newscasts are alike, 
ask any Twin Cities radio listener. 
He'll tell you that the most exciting 
news scoops are in Rod Trongard's 
hip pocket — the exclusive stories he 
digs out on his own for WLOL's big- 
circulation radio audience. When the 
music stops on WLOL it's news . . . 
sports . . . timely reports . . . 

and 
WLOL's 
AIR WATCH 

IS THE TWIN CITIES' 
ONLY TRAFFIC REPORT 
BROADCAST FROM 
THE AIR! 



MMM MINNEAPOLIS • ST. PAUL 

VVi_oi_ 



LARRY BENTSON, President 
Wayne 'Red' Williams, Vice-Pres. & Gen. Mgr. 
Joe Floyd, Vice-Pres. 

Represented by AM RADIO SALES 

— A mmhtww station 



media research is performed in 
their agency, and where the re- 
search responsibility begins and 
ends. This is not true with copy, art, 
or media buying. If it is not clear as 
to where the function is being per- 
formed and to what extent, it should 
be made clear. 

To be effective, media research 
has to be a part of the media de- 
partment, reporting to the media 
director. How many have a docu- 
ment which clearly defines "What 
We Do in Media Research at 
?" All agency manage- 



ment should insist on such a plan if 
they are to provide proper service 
for their clients. 

Finally, I would like to propose 
a special organization composed of 
advertising agency media research 
specialists to be set up to facilitate 
the exchange of data. This group 
could, if properly handled, do a 
great deal in recommending valid 
media research, while eliminating 
that which is meaningless. Agencies 
have not taken a strong enough 
position in the utilization of media 
research, the demanding of better 
media research, and the upgrading 
of media research in the agency 
hierocracy. If this organization of 
agency researchers can agree on a 
specific course of action for solving 
major research questions, it can do 
much to open new avenues to pres- 
ent and future advertising effective- 
ness. m 

Stevens increases TV 
markets to 31 

J. P. Stevens & Company will use 
spot TV in 31 markets for this fall's 
clothes promotion adjacent to pro- 
football games. This is an increase 
of 19 markets over last year. 

Sam Huff, top linebacker, will 
again promote the Stevens line. 
Twenty-nine men's wear manufac- 
turers will use the commercials 
which are costing $250,000 for time 
and production. 

The commercials will run through 
the football season, from August to 
December, in markets and on sta- 
tions carrying the NFL football 
games. Two or three spots will be 
run on each station prior to the 
games. 

Each TV commercial runs 60 sec- 
onds. The first 30 seconds are de- 
voted to the manufacturer's cloth- 



ing item, the next 20 seconds to the 
Stevens Consort Orion - and - wool 
fabric used in that garnet, and the 
last 10 seconds to local store cut-in 
credits. 

The different customers are per- 
mitted to write their own TV sales 
messages. The campaign is spon- 
sored entirely by the fabric supplier. 

Simpson introduces 
billing procedure 

A fresh crack at the agency and rep. 
billing problem will be initiated 
next month in the Northwest. The 
plan, was introduced in Seattle by 
William L. Simpson, head of a rep 
firm by the same name. According: 
to Simpson the idea was endorsed 
by radio and TV executives, man- 
agers, and owners representing Cal- 
ifornia, Oregon ,and Washington. 

Than procedure outlined is sim- 
ilar to that of the late Broadcast. 
Clearing House operating out of 
New York and California, which 
folded late last vear. BCH collated 



HERB WEISS: 
short, list, si! 

"We've entered the era of the sli' 
list station rep," is the unequivq 
word from Herb Weiss of the Me 
Media Sales staff. "Representat 
of a truly limited number of sellj 
ed key stations has proven itself * 
offer decided advantages, not o 
to the stations but also to the ag 
cies and the advertisers/' he 
lieves, "Each market is complet 
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he paperwork iiTvolvad at the end 
fi eaeii and laanifled, the hillfug. M- 
ixm$h BCH was tasked by the 
nk of Anieriea and utiteed by 
sweat Sews and an agency it 
,a»M not make ends tnpet\ 
The pracedare to be .followed by 
iiiT]>yow*i rep law is as follswss 
1) The represeritati've will bill 
be agency on behalf of the station. 

S) A covering statement will be 
given tbe agency inoarparating the 
(toM amount oi each tovdcg for 
f ch J'tatiSOi- This frees the agency 
p writs one cheek covering, all sta- 
tions ordered, by the agency and 
represented by the Simpson firm. 

| There Will he mo forced, buy. 
The agency selects the markets and 
stations which ft feels -will produce 
fche "best: results the client, 

•4} As the money is received the 
SlmptQn company will write .one 
IcJieek the ERh of eacb month to the 
telfen involved, starting in April. 
I There Will te> :nfl charge to tbe 
fctetions or tgeftcies far the billing 
stations or agencies for the m^mu>- 



mi and each station offers Its 
unique 'advantages in areas of 
aming> servke r fnfluenge, and 
| a values, so that a fundarnental 
ifilMtM service can be rfro- 
wtf f fe station' rep whf f$ 
infornied and capable 
psenMng tni facts about these 
mem. fts becoming more and 
apparant to stations — espeei- 
Hf ftttant ones in major mar- 
|i-Aat the salesman represent- 
W or 40 stations cannotj W 
| of the 'burden of O'ver-whelni- 
iefajls and exeessfve paper- 
g, feno>v all -the facts, m 'tpfe 
jrrnt to 'presfiWt his .stations as 
|letelf or capably as can the 
nan. representing -a really limit- 
nnber of" stations/ Herb sM-ls* 
for Ive stations at Metro 
i. He formerly sold radio for 
jpresentJitives and AUG and 
br Kat^ Herb' has been a 
bast fiffi-esalliWln since liSS*. 
nsly he was a space sjfetfian 
e "News 5 *' two yesSjps an«l a 
narf route salesman and mar- 
©arch interviewer while in. 
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New m a n a r of B la i r S F 

Wallace; L. Mntdifiison, a member 
of Blair Television s San Francisco 
office for the last four years, has 
been named 
manager of the 
office,,, it wax 
announced by 
David Lujidy, 
president of 
Blair. He sne- 
c e e d s M e d 
Smith, who re- 
signed to; enter 
the real estate 

development 
business. 

A native of Washington, D. C.„ 
Hutchinson has been a California 
resident since he attended Stanford 
and UCLA universities where he 
majored in business administration. 
He began his broadcasting career 
after the Army, He first worked as 
a s s i s ta n t a d v e r t i s in g - promotion 
manager for ABC, San Francisco, 
later worked for NBC in Los An- 
geles* then as national sales flian- 
agBr for several radio and TV sta- 
tions. He also worked with Weed 
Badi© and TV Corporation's in Los 
Angeles. Begpre joining Blair he 
was Western divisMn sales manager 
for Independent television Corp., 

Pure Oil spring promo 

utilizes radio/TV spot 

Spot television in 61 markets and 
radio in 113 markets, beginning 
April 9, will announce a Pure Oil 
give-away of a half-pound box of 
chocolates for every eight or more 
gallons of Pure Oil sold to a cus- 
tomer. Sixty and 20 second TV com- 
mercials will be used, 60 and SO sec- 
ond r adio spots. 

Pure Oil tested the idea in Mil- 
waukee and Jacksonville and found 
it successful. 

W Mtnfatfs Chocolates, which pre- 
pared special boxes for Pure Oil, an- 
nounces that it's the largest single 
order for one customer they have 
ever received — 1,714,000 boxes, 
believed to be the largest single 
order ever received by any candy 
frm. Pure Oil dealers will give 
away tbe boxes? during the four-day 
kiek-oif of their special six week 
long SQth anniversary celebration. 
Newspapers will also announce the 
giveaway of 
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ADVERTISING TIME SALES lfsi.C. 



NOW! 





LONBOIN HEADLINES . . 
"Revolution Avenged — Beetles 

7 invade Colonies.*' 
Mff-tv W heeiinO: 
STOCKS mp BLONDES! Learn 
the difference if- fo«r won* to 
stay in business. 

Wheeling wfrf-t;y 
OLD BOWLING BALLS? They use them for roll- 
On d!eoiforS/its for elephants} And" H seems the 
elephant, lokes: have $ff>Wt*a the smoking 
store and the Beetles What's gray and comes 
ftl a ted and white can? Campbell's Elephant 
iSO'up! Why aren't el?phaints allowed on the 
beafthf Because tfeef always Wolfe around with 
their trunks down! 

wtrf-tv Wheeling 
INTERCEPTED TELEGRAM to husband from his 
vacationing wife "Having a wonderful wish; 
time you were here.* 4 

Wheeling wtrjf-t^ 
EX-SMOKER admits that he's been driven to 
drink and now, if he reads any government re- 
ports on the ill effects of drinking, he'll have 
to give wo reading completely! 

w;feH*'WWettnf 

JtfST REMEMSEW, it's hard to get drunk wljen 
we flesh is willing bxrt th« spirits are weak! 

Wheeling wtrf-tv 
BUMPER CROP,' Whether driving in traffic or 
on tJiJO Open rood, if the "sign "soyi "Crossrofld," 



bttmM if! 



Wtff-fv Wheelino 



* MAN WITH ANSWERS! TO'iir Pstft man will 
be glad to tell fou all abaft th* big Wheeling/ 
S'teabenvilie Television Market. Ask him about 
WritF-TV's toller tower and the 5W f %00: TV 
Homes who get the Wheeling rnessoge. Who is 
Eidward Petty & feompany^ WTRF-TV's notional 
repi 




SPONSOR presents the second 

In a three-part series on The Rating Council: 
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Whole program expected 
to come into balance dur- 
ing next critical 60 days 
with beginning of the first 
verification procedures 




Chairnum Donald F. McGannon 
. . . best parts of all worlds 



Formation of The Broadcast Rat- 
ing Council, Inc., considered by 
many as the single most im- 
portant industry event during the 
past 10 years, draws a portrait of 
cross-industry progress that prom- 
ises to be remembered for years to 
come. 

Why, then, study the picture 
now? A substantial answer is given 
by Donald F. McGannon of Group 
W, chairman of both The Council 
and its coordinated NAB Research 
Committee: "The next 60 days will 
be crucial." 

During this period, the overall 
program will come into balance, 
weighted on one end by the threat 
of possible Federal intervention 
( See Friday at Five, sponsor, March 
2) and, on the other end, by the 
broadcast - advertising industry's 
need for autonomy. The fulcrum 
on which these opposites are com- 
ing into balance is, of course, The 
Broadcast Rating Council, Inc. 

Immediate purposes of The 
Council: to establish a code of 
ethical operations among rating 
services via minimum standards; 
to elicit rating services' support 
through the disclosure of their 
methods and techniques; and to 
establish an audit to verify that 
services are performing as they say. 
If all's well, these steps would lead 
to accreditation. 

Future rating practices would be 
resolved by concurrent NAB studies 
intended to answer overall research 
questions for both radio and TV, 
network and local. 

THE VERIFICATION 
OF RECORDS 

Last week's article reported pro- 
gress on minimum standards and 
disclosures, two processes that lead, 
in turn, to the audit: 

The start of audit subcommittee 
work was held up until disclosures 



started to come in, around Thanks- 
giving. Then, auditing was pro- 
posed to eight accredited CPA or- 
ganizations, whose representatives 
were oriented at a lengthy Nov. 22 
meeting. Subsequently, M. A, Gold- 
berg, research director for both the 
NAB and The Broadcast Rating 
Council, conducted further sessions 1 
at which he tried to produce the 
background situation, plus an un- 
derstanding of raters' operational 
problems so that auditors might 
anticipate their probable roles more 
realistically. 

Each auditing firm was asked for 
a prospectus, detailing philosophy 
and methods and proposing audit 
frequency, safeguards, and, of 
course, costs. Almost all were sub- 
mitted by the Dec. 31 deadline,, 
leaving The Council to review sub- 
missions, to distill the list of can- 
didate firms, and to reach the most 
favorable provisions and terms. 

"We are in the culling-out process 
right now," McGannon explains, 
"trying to find the best parts of all 
worlds. I feel very heartened by 
these submissions because they 
lend— if you will— reality and fact 
where before we had only hope 
and a dream." 

Because of the financial structur- 
ing of the audits (to be discussed 
in our third and final article), it's 
likely the first accounting wOn't be 
an official audit, but a pilot study 
to be paid for wholly by The Rating 
Council. Its purpose: to test meth- 
ods in order to assure in advance 
that, once they're begun, the audits; 
will actually deliver everything that 
they're supposed to. 

The dry-run target date? Chair- 
man McGannon hopes a company 
will have been designated and be- 
gin preliminaries by the month's 
end. "That's the goal, at least." The 
Council's anxious to put to work the 
"fine" suggestions gleaned from the 
proposals by the eight firms. 
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LAST STOtFs ACCREDITATION 

Once the five participating serv- 
ices have been audited, the w&y 
will, to clear for accreditation— "a 
v&y sensitive area," 

What makes it thorny are its 
legal implfcatiotis that organiza- 
tions; represeatfefa whale industry 
are sitting in judgment nport organ- 
izations representing only a part. 
Therefore^ The Council is taking 
great care that its every step con- 
forms with legal procedure and 
thai it conforms, not only in fact, 
bat also in spirit, 

Chairman McCannon describes 
the accreditation procedure as "very 
detailed, ,> It provides not only for 
the actual accreditation process in 
the first instance— such as the ap- 
plication, the commitment to he 
instiled, the disclosure of proce- 
iaril im, t «d then the audit- 
hut i» ths evfig of nonconform- 
ance, it also provides for filing 6ftm- 
plaints, a hearing examiner, repre- 
sentation by counsel, maintenance 
of records, and* ftnaHy, the right of 

■appeal, 

Questions of alleged non-con- 
formance would be heard by an 
examining body composed by a 
group from The; Countff S board. If 
their decision is against the rating 
Service involved, appeal could be 
rnaie the full board, sitting m 
M 

Hearing costs common to both 
The Batin g Council and the service 
ftSnceEned would be shared, Other- 
tMti, ; each, would pay its own costs,, 
such as legal fees or (expenses in- 
curred in providing additional for- 
mfcaion, if any is requested. 

"All this must be spelled out in 
BMfeilOus terms;*' the chairman 
eipjoimis, % $& that there's no oppor- 
tunity whatsoever lor subjectivism, 
discrintinatiort, or favoritism. Tbaf s 
what we want to nafl down 'in, the; 
beginning.** 

Bow much has evolved? 



The Broadcast Rating Council's 

AUDIT SUBCOMMITTEE 

Fred Houwink, chairman. ... WMAL-AM-TV Washington 
Norman E. (Pete) Cash .... Television Bureau of Advertising 

Ben Strauses , WWDC Washington 

Bennet Rom. ... . t . Metropolitan Broadcasting 

Television 

Hugh M, Bemite. , National Broadcasting Company 

Thomas Fisher .Columbia Broadcasting System 

(Michard Forlsirtg, deputy) 

Ex officio members: 
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DomM F. McGmnon . . 



MSofn A. GoMherg. 



"Were at the stage now where 
tile accreditation process has been 
approved by our board and been 
initially cleared by counsel. Now 
it's being discussed with the De- 
partment of Justices 

The Justice Department's reply 
may come within 30 days, the fast 
reply spurred both by the nature 
of the need, plus Congressional 
interest, 'Til be disappointed if it 
takes much longer than that, unless 
there is additional information that 
they require— in which case, we'll 
come through with it." 

Most the accreditation procedure 
has been the work of Thomas 
Fisher, CBS vice president and 
general counsel, and his deputy, 
Blichard Foisting, chief attorney for 
CBS Television. Fisher, a member 
of The Bating Council from its 
beginning, is described as ''having 
especially deep insight into this 



. » Group W and chairman, The 

Broadcast Bating Council 
. , NAB Beseareh Director 



area, both as an outstanding lawyer 
and as a keen legal mind." Forsling 
has done "excellent work" in pull- 
ing together ail the details. 

To indicate the matters legal 
scope,. The Council has required 
not only the decisions of its mem- 
bers who, like chairman McGan- 
non, are themselves lawyers, but 
also of its two specialists— Fisher 
and Forsling— plus that of the 
American Assn. of Advertising 
Agencies' law firrn, plus an outside 
legal opinion delivered by a re- 
nowned anti-trust judge. 

When all this is completed, we'll 
discuss it in detail with the rating 
services, MeGannon says, "hoping 
to find a meeting of minds." 

Justice Department responses are 
limited to principles until the sub- 
mission of a specific plan that,, of 
course, all the major rating services 
approve. 
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^Rating-service submissions 

lend reality and fact where, before, 

we had only hope and a dream" 



MORE SERVICES TO COME 

The beginning processes are now 
under way, as cited before, for five 
rating services: ARB, Hooper, Niel- 
sen, Pulse, and Sindlinger. "Since 
the worst thing we could do would 
be to undertake too much at once, 
we took the part that was most 
directly involved in the House 
hearings first," McGannon explains. 

"Beyond them, however, a lot of 
research is being done on a per-call 
or per-projeet basis." Asked if he 
were referring to highly specialized 
groups, he cited as examples: Pol- 
lex, Trendex, Videodex, Trace, Tele- 
cue . . . "and that whole group 
of very valid services." 

Wc hope that our second phase 
will involve these people and lead 
to their accreditation, too, he adds. 
"Since their number is greater, we 
thought it better to take our present 
group first and do that as thor- 
oughly as possible, then move into 




CONTAM's Mai ftevilie 
. . . bark to the beginning 
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the remaining area." Contact has al- 
ready been made with many of 
these organizations, he reports, 
"And, as far as I can judge, there 
is the offer of wholehearted coop- 
eration, interest in the project, and 
willingness to be helpful." 

THE QUESTION 

OF METHODOLOGY 

The NAB Research Committee 
was first organized in August, 
1962, for the chartered purpose of 
studying research methodology— 
i.e., the science of methods. At the 
same time, the NAB also obtained 
the services of research director 
Goldberg (who, because of his spe- 
cialization, has since become an ex 
officio participant in virtually all 
Rating Council activity). "We've 
written the minimum criteria and 
standards," Goldberg explained, "so 
that they apply to all research, not 
just ratings— in the hope they may 
help improve research practices 
generally." If the standards thus 
become the future primer of basic- 
ally sound research practices, The 
Rating Council, its members feel, 
will have made its dent. 

The Research Committee, as ex- 
plained before, occupies a unique 
position. Actually an NAB group, 
it works with both the Ratings 
Council and the NAB. Its coordinat- 
ing capacity is heightened by Mc- 
G amnion's serving as chairman both 
for the council and the committee. 

The Harris subcommittee's inves- 
tigations at first necessarily delayed 
the start of specific methodology 
studies, however; then, ironically 
and at last, it cleared the way for 
them : 

NATIONAL 

TELEVISION STUDIES 

Work on television methodology 
began last October. A two-way at- 
tack was devised by organizing for 
national TV audience studies 
(CONTAM) a research team that 
represents the three TV networks, 



plus the NAB (see box). They have 
made "remarkable progress" and al- 
ready have submitted findings to 
the Harris committee. 

"It's not known when the Harris 
committee will make these public,^ 
says Hugh Beville, NBC vice presi* 
dent and director of research. 

One of the problems known to 
interest CONTAM, however, was 
whether or not the sampling theory 
works at all for TV. "It is accepted," 
Beville recently said, "for elections^ 
where the choice is between only 
a few candidates, or in market re* 
search, where people may choose 
between just two products; but 
sampling's reliability for TV, where 
there are so many alternatives and 
so many opinions, has never been 
soundly established." In that sense,, 
CONTAM studies, he said, "go 
right back to the beginning." 

Other topics probably reported 
by CONTAM include: 

• Samples: A comparison at 
various levels of sample sizes. Some 
56,000 ARB diaries were used jto 
amass 2,500 different samples in 
order to relate sample size with re- 
liability. An interesting result: The 
1,100 sample used as a national 
base by one rating service was 
"rather well exonerated," McGan- 
non says— that is, demonstrated as 
statistically adequate. 

• Non-response or non-coopera- 
tion: What are the demographic 
and viewing characteristics be- 
tween people who agree to parties 
pate in a sample and those who 
do not? If, as some researchers 
suspect, cooperating correspondents 
generally represent a lower socio- 
economic cross section of the public, 
do all surveys automatically con- 
tain built-in affirmative answers to 
mass programming? 

• Comparison of ARB and Niel- 
sen results: A favorite topic when- 
ever two medio researchers lunch 
together, this question has long 
warranted a definitive statement. 
Results, as presented to the Harris 
committee, may not be bombastic. 
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LOCAL TELEVISION STUDIES 



Whethet national or local, 
kKSi fa TV audience measurement 
aye ¥ety similar," Seville explains; 
& Its just that they are given dif- 
ferent priorities of importance," 

Thus,, C0LTAM ( Committee on 
local Television Audience Mea- 
s»t*ment) gathered chestnuts from 
the CONTAM fire on, fot example, 
simple size and nOn-respondcnts 
and helped to pay the costs of such 
studies. To assure that there's no 
overlap or duplication of efforts be- 
tween the two groups, NAB's. Gold- 
berg sits with both, 

Tfc COLTAM group ( see box) 
was organized last October and has 
proposed studies in these addi- 
tional areast 

» 31k. tafepiar Its distribution 
^iout a local viewing area— 
iM, metropolitan vs. outlying dis- 
tricts, 

m Dkmj rmlmiqmp JpMt how 
accurate is the diary as a device to 



measure viewing habits? The an- 
swer to that question requires stu- 
dies on such matters as; 1) kinds of 
diaries— the personal vs. the home 
diary- I) differences between a 
cbsed-end diary (Nielsen) and 
an open-end diary (AIlB); 3 ) time- 
span covered— weekly vs, daily 
entries; 4) diary entries— who makes 
them, when, and where? 5) how 
TV viewing in the multi-set home 
is accommodated by the diary. 

• Ftifne t&tte local or fringe 
Tines This calls for a eomparison 
and contrast between the prime- 
time aiidience, on which networks 
focus attention, and the fringe- 
time audience wooed by the local 
broadcaster. Eatings tend to be 
lower among the latter, of course, 
and potential diary problems 
greater- ho\v do these affect overall 
rating accuracies]? 

IVKEtHQDOLOOY IK RADIO 

Methodology research in radio 
"contains most the; problems of TV, 
plus puzzlers of its own, which 
makes it a much more complicated 
and difficult problem," McGannon 
continues, 

Therefore^ it was decided to 
merge national and local radio into 
one broad study. This was accom- 
plished by joining forces with Radio 
Advertising Bureau, which had 
been mulling ©vet such a program 
on its own at the very time The 
Broadcast Rating Council was 
formed, Together, the two organi- 
zations have set up an all-radio 
project;, jointly conducted and 
financed. 

Everyone knows, McGannon ex^ 
plains, that the size, scope, and 
habits of the radio audience have 
been fundamentally revised by x 1 ) 
the advent of TVj 2) the multipli- 
city of radios within one home; 
and 3) the "Bast rise in motile radio 
sets — about 50 million cat radios, 
plus an uncounted number of tran- 
sistor sets, "Onr initial purpose, 
then, will be just to look at the 




NAB's Mel CvMberg 

. . . standards for "«//" research 

feasibility of measuring radio." 

"There are those who feel it 
can't be done effectively, I, person- 
ally, don't subscribe to that, but I 
certainly haven't any proof," 

To find the facts, the two: organi- 
zations have proposed a research 
program that, when it is completed, 
will cost in the area of $200,000. 
Both the NAB and RAB ate com- 
mitted to a maximum of $75,000 
from their own funds,, with RAB 
responsible for raising all amounts 
over :$150,000-a probable $50,000 
more. 

There are so many research ques- 
tions about sampling, audits, and 
timing, McGannon says, "that we 
determined to undertake the whole 
program phase by phase." Cost of 
the first phase may be $5— $S— 
$10,000" he estimates. It will be 
completed and closely examined 
before further expenditures are 
made. "If the results dictate it, 
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"Radio methodology is much more 
complicated, but we all hope 

for the earliest possible results" 
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Rep. Oren Harris 

. . . much hard work ahead 



then we'll go on and do a second 
phase. 

"That's the way it was ap- 
proached," the chairman related, 
"not to go overboard for a $200,000- 
project without substantial evi- 
dence promising success, yet not to 
hold it up until everything's been 
so clearly spelled out that a tre- 
mendous amount of time has been 
lost." 

Even so, the radio study is going 
to take lots of time, he warns. "I 
don't think we can look forward to 
anything before this time next year 
at the earliest. . . We are all hoping 
for the earliest possible results, but 
patience and assistance and under- 
standing of what we are doing in 
this area are important." 

RADIO COMMITTEES NAMED 

Overall radio efforts will be 
supervised by a steering committee 
representing both NAB and RAB 
and chaired by George Storer, Jr., 
Storer Broadcasting (see box). 

The steering committee, in turn, 
has named a technical committee 
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Joint NAB — RAB radio studies 

STEERING COMMITTEE 



RAB 

Miles David, RAB 

Charles Gates, WGN Chicago 



Robert Hurlcigh, MBS 

Robert Kieve, WBBF Rochester 

Mary McKenna, Metromedia 

William Shaw, KSFO 

San Francisco 
Alfred Watson, RAB 



NAB 

Hugh Beville, NBC 

Thomas Carr, WBAL 
Baltimore 

Ralph Glazer, Group W 

Mclvin Goldberg, NAB 

Ben Sanders, KICD Spencer, 
Iowa 

Ben Strouse, WWDC 

Washington 
Vincent VVasilewski, NAB 



Chaibman: George Sto-rer, Jr. 



composed of two RAB members— 
Mary McKenna of Metromedia^ 
chairman, and Dr. Alfred Watson 
of the RAB staff-and two NAB 
members— Beville and Goldberg;, 
Their first step, before going ahead 
with initial projects, will be to re- 
view some radio methodology stu- 
dies that have been conducted but 
not made public. 

"I want to emphasize," The Rat- 
ings Council chairman insists, "that 
radio is not being given secondary 
or inferior status in this matter. It's 
just that the research problem here 
is a much tougher one to handle. 
The kind of money we're spending 
obviously indicates that radio's not 
being relegated to a back seat." 

Thus, the next 60 days will be 
pivotal for the industry, with The 
Broadcast Rating Council bearing 
much of the weight. In balance are 
the safe and successful launching 
of the audits that will lead to ac- 
creditation of the first ratings serv- 
ices and that will possibly help 
answer the long-posed question: 
Just what do ratings mean? 

And, as the industrv acts, Con- 
gress has watched. Rep. Oren Har- 
ris (D.-Ark. ), whose subcommit- 
tee's probe started the whole thing, 
has commended The Council for its 
work so far. 

"Your undertaking is a complex 
and ambitious one," he has ob- 
served. "... I would like to com- 
mend you for the affirmative actioti 
vou have taken. 

". . . While I applaud the strides 
that you have made so far, I cannot 
emphasize strongly enough my con- 
viction that much hard work lies 
ahead before the American public 
can have the assurance that I have 
referred to— assurance that the con- 
tribution of the rating services is 
what it should be and, T belive, 
can become." * 

(The third and final article itl 
tliis three-part, series, to appear next 
week, tVill consider finances, and or- 
ganizational problems.) 
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Truval Shirt Go. typifies growing interest in 
network TV on the part of mensuear manufacturers, has signed 
for daytime parthcimtiom promoted to shirt retailers 



New clients emerge 

In fall television lineups 

IftetW'Prks are on constant quest far fresft TV dollars 
and are finding them in a variety of product fields 



A EAST-€H©wimiiltBrBatiQntl mo- 
tel chain, two competitive 
draeturers of electric organs,, a trade 
iSSPJsiatlon representing life insur- 
ance agents, at least three major 
manufacturers of home power tools, 
a pair of appliance manufacturers 
Jarown in the Equality* field and 
now anxious to broaden their sales 
htiriions, the magnificently mus- 
techicied male symbol for a group of 
South American coffee planters , « , 
These are among the new-to-net- 
Warlcs advertisers you'll find among 
fall TV schedules, 
In addition, there are a number 



of advertisers which, if not exactly 
new either to TV Or to networking, 
are employing strategy shifts and 
are invading new areas and time 
segments. Samples: a mafor food 
manufacturer^ hitherto aiming most 
of its air effort at daytime women's 
audiences, which plans to use night- 
time TV at NBC this fall; a manu- 
facturer of camp stoves and out- 
door cooking gear, which plans to 
use daytime TV at ABC to push its 
products to women as gift items for 
their sportsmenfolk. 

With fall schedules largely 
closed, as regards programs and 



availabilities, sales executives at the 
three networks last week indicated 
the following neW-bnsinesS trends 

to SPONSOR: 

)> Home-improvement: In an era 
in which glowing leisure time and 
higher incomes are paired off with 
trends to home and apartment bet- 
terment, there's growing use of TV 
to sell many products hitherto 
mainly confined to specialty print 
media. Such products include 
paints, tools, lawn seed, encyclo- 
paedias, musical instruments, de- 
luxe appliances. 

Specific examples: Lowrey Organ 
Division of The Musical Instrument 
Co, has switched the majority of its 
$500,000 budget into live-demon- 
stration commercials on NBC's trio 
of participation carriers, Today, To- 
night, and Sunday, Similarly, Wur- 
litzer will be pushing its electric 
organs this fall in A BC-TV daytime 
shows. Skil Tools, Tru-Temper, 
Black & Decker have either signed 
for ABC-TV sports participations, 
or plan to do so; at CBS-TV, Sher- 
win-Williams Paints is on the sports 
advertiser list, as is Georgia-Pacific 
(plywood), Tappan Manufacturing, 
for its line of ranges, has a cam- 
paign scheduled this spring on 
NBC's Today show timed to coin- 
cide with the home-buying season 
and designed to spotlight local 
builders through local-level tie-ins, 

|» Institutional, financial: Viewers 
of ABC's evening news series with 
Ron Cochrane will see commercials 
this fall for the Institute of Life In- 
surance Agents (not to be confused 
with the over-all insurance promo- 
tion by the industry's trade group, 
Institute of Life Insurance). This 
ABC client is the latest to follow 
a trail blazed by companies like 
longtime TV advertiser Prudential, 
and more recently by Liberty Mu- 
tual, Hartford, Aetna, in the grow- 
ing use of TV to sell insurance to 
family heads via sports, news, actu- 
aJttty, and documentary shows. 

In the institutional realm^ the Na- 
tional Federation of Coffee Growers 
of Colombia this year is taking the 
plunge into; network TV, after sev- 
eral highly successful seasons in 
spot with its "Jufln Valdez" com- 
mercials, A National Federation 
source in New York told sponsor: 
"A few years ago, there wasn't a 
single U.S. brand that featured 
Colombian coffee. Toda5 r , there are 
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CBS United Airlines, a familiar name in lists of spot TV 
advertisers, is going network this fall with co-sponsorship of male-appeal 
pre-game show (with Hamilton Watch) before NFL sports events 




NBC Long a poiwr in developing new network advertisers 

via live participation shows, NBC recently bagged Tappan Ranges 

us "Today" client, snagged Tappan president as program guest 
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40, including General Foods' Yu- 
ban. We felt our campaign ha4 
achieved success to the point where 
it could go completely national, and 
that's why we're moving into net- 
work TV." By latest estimates, mci* 
dentally, National Federation will 
spend about $950,000 in a 52-week 
participation drive on Today and 
Tonight. At CBS, Cotton Council is 
scheduling new network daytime 
TV activity, and at ABC-TV new 
clients include the Association of 
Commercial Banks in male-appeal 
sports events. 

In other areas, trend activity ■ 
not as clearly defined, other than 
the obvious fact that as small ad 
vertisers grow larger and networks 
strive to create modest-budget 
modes of network TV entry there is 
inevitably a crossover point at 
which clients are almost certain to 
take the network plunge. 

A good example of this, cited by 
NBC-TV participation sales execu 
tive Mike Weinblatt, is Holiday 
Inns, a booming motel chain which 
now has some 150 locations and is 
trying to boost its business with the 
convention trade and meeting- 
minded executives. Holiday Inns 
via the John Cleghorn agency of 
Memphis, has signed for an initial 
six-week campaign on the Today 
show. 

"We pointed out to Holiday Inns 
that traveling executives frequently 
watch the Today show on the road 
before they begin their business 
day," Weinblatt recalls. "This is an 
audience Holiday Inns wants to 
reach." 

Another case of growing-into-net- 
work was pointed out by ABC-TV 
daytime sales v.p. Edward Bleier 
"We've signed Western Auto Stores 
for a participation campaign on 
Tennessee Ernie Ford," he said. ; 
"They were network advertisers in 
radio, but TV was too expensive un 
til recently. Now, they want to pro- 
mote their housewares, appliances 
and other items to women, and they 
want the identification that goes 
with a network personality." Added 
Bleier, noting another trend; 
"We've been getting, in recent sea- 
sons, an increasing amount of net- 
work business from west coast ac- 
counts — like California Packing and 
Golden Grain and Hunt Foods-^- 
which are finally moving into net- 
work-level TV. The end is far from 
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feeing in sight to till networks; 

CBS-TV, riding with the 
Nielsen ratings and with ao handy 
participation vehicles comparable 
to JfBC's Tonight,, has largely been 
booked by fitejor national TV users 
this fall, and on© has to hunt hard 
to find new-to-TV names on thm 
CBS schedules. Daytime sales man- 
ager Joe Curl, however, finds that 
SQirtte interesting new-business 
trends are in the works. Said Curl* 
"We've sold co-sponsorship in the 
pre-garae show, in front of NFL 
events, to United Airlines and 
Hamilton Watch. Both are veteran 
DI©»s of TV spat, and are now mov- 
ing into male-appeal network TV 
by means of sports. Other advertis- 
ers, like Speidel and GeorgiarFaeUic 
and Cluett, Peabody are also sign- 
ing for Sports buys, a type of TV in 
which they haven't been heavy be- 
fore. 

'There's also likely to be a step- 
up in daytime cigarette advertising, 
an area pioneered by Lorilfed's 
Siprafig, particularly if cigarette ad- 
vertisers shift part of their budgets 
out of rrighttirae TV. This isn't 'new 
business/ really,, but rather a new 
ule of TV. You'll also see more use 
of daytime TV by products like 
Contac and Candettes, and possibly 
eventually by the major autos and 
beers." * 



S major buyers boost 
ABC daytime tally 

Leap Year's extra day held special 
charms for the ABC-TV daytime 
ill©! force, which used that "extra 
long" last week in February to seal 
some hefty daytime business. 

Golden Grain Macaroni, which 
made its commercial introduction to 
network TV on ABC, signed for a 
new major campaign on the net- 
work which includes every program 
in the daytime lineup. Order came 
through McCann - firiekson,, San 
Francisco. 

Bexall Drug (BBDO) is going in 
on a shart-terra basis starting Mar. 
12 to promote its annual Dollar Day 
Sale. Five daytime programs are in- 
volved. 

Union Underwear Co, Will Use 
three programs for a special carrj- 
paign beg£ftr*frfg May 25 on behalf 
rf Fruit of the Loom Underwear. 
Grey Advertising is the agency. 
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TURNING THE SWITCH 

President William M. McCormick 
( r) puts (he transmitter into action 
while ilathawny Watson, president 
of RKO Gctietul Broadcasting, and 
Julius Barnathan, vice president 
gind general manager of ABC-TV 
look on nt left. The new WN AC-TV 
tandem transmitter, tower, and an- 
tenna went into operation with a 
simulcast on bath tadio and TV 
stations. 



WNAC -TV makes change 
tower, transmitter 



Gala celebrations accompany turning of switch 
by Watson of RHO ahd Barnathan of ABC -TV 




Giber WNAC-TV gumsi MockwiseJ 
Mrs. Raymond Heffiron; Raymond Heff- 
ron, manager, N. W. Ayer, Boston; Yd- 
landa Rodriguez* WNAC-TV; William 
Citrran., vice president, Arnold & Co.i 
At Korn, station adi ertising and promo- 



tion director; Arthur Brotcn, presidents 
Reilly, Brown, T apply & Carr, president 
Greater Boston Advertising Club; Mrs. 
Brown And Mary Ann Meodli^ media di- 
rector, Reach, McLintnn and Humphrey 
celebrate together. 




Lunch em guests 'include (clockwise from 
woman with Mack hat} Alice Liddell, 
media direXMr-f Kenyan & Eckhardt;' Joe 
Mmffmrni, tfce pr'esidettt, tngalts & Co.; 
Mrs. Httffam; Bill Wnlsh, W NAG-TV ac- 



count executive; Mrs, Walsh; Arthur W. 
Jngalls, president, Ingalls & Co.; Mrs. 
Betty Parson^ timebuyer Bresnvek & 
Co.s Mrs. Parsons, Mrs. Ingalls talk, and 
en joy the WNAC festivities. 



Mareh 9, t9 ! 6A 
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Friendly 



Salant, Friendly gain 
new exec posts at CBS 

Richard S. Salant has been moved 
up at CBS, being named vice presi- 
dent and special assistant to presi- 
dent Frank Stanton, with his former 
post of president of CBS News be- 
ing taken over by Fred W. Friendly, 
who has been executive producer 
of CBS Reports since its inception 
in 1959. 

Salant, in his new assignment, 
will act as chairman of the CBS 
News Executive Committee, and 
serve as liaison between CBS man- 
agement and the network's operat- 
ing divisions in matters relating to 
corporate policy. He had been pres- 
ident of CBS News since Feb. 6, 



1961, and before that was a vice 
president of CBS for nine years. 
Prior to World War II, Salant was a 
partner in the law firm which served 
as general counsel for CBS. 

Friendly, in addition to his duties 
with CBS Reports, served as chair- 
man of the three-network produc- 
tion committee which was responsi- 
ble for the first formal exchange of 
programing via Telstar satellite be- 
tween European broadeasters and 
the U.S. in 1962. He also supervised 
production of the Town Meeting of 
the World broadcasts. 

The See It Noiv scries, forerunner 
of CBS Reports, was produced joint- 
ly by Friendly and Edward R. Mor- 
row, as was the Small World series 
for CBS News. His first association 
with Murrow was in 1948 with the 
/ Con Hear It Now record albums, 
which evolved into the CBS Radio 
series, Hear It Now. 

Capital Cities record 

For the eighth consecutive year, 
Capital Cities Broadcasting reports 
record earnings. Net income for 
1963 was up" 27% to $2,006,777, 



all over America, people of fill ages 
are listening to the radio again, to 

THE LIVES OF HARRY LIME 

Orson Welles 

CAPT. HORATIO HORNBLOWER 

Michael Redgrave 

SCARLET PIMPERNEL 

Marius Goring 

THEATRE ROY ALE 

Laurence Olivier 

SECRETS OF SCOTLAND YARD 

Clive Brook 

THE QUEEN'S MEN 

Royal Canadian Mounted Police 

THE BLACK MUSEUM 

Orson Welles 

7 network series . . . 364 radio dramas . . . 
irving feld, 230 park ave., neiv york mil 9-5857 



compared with $1,576,320 in 1962, 
or $1.58 per share vs, $1.24 pel* 
share. Last year was the second full 
year of operation since the acquisi- 
tion of WPAT (AM & FM) New 
York and WKBW (AM & TV) Buf- 
falo. 

Guaranty takes reins 
of Baton Rouge station 

Guaranty Broadcasting Corp. of 
Baton Bouge has assumed actual 
control of the station it bought last 
November for $3 million, \VAFB- 
TV. 

Tom E. Gibbens is president of 
the broadcasting company and is 
continuing as general manager of 
the station. Other company offieers 
are Harry P. Gamble, Jr., vice pres- 
ident and general consul; Forest G, 
Bay, secretary; and Clarence H. 
Willett, treasurer. George A. Fos- 
ter, Jr., president of the Guaranty 
Income Life Insurance Co. and ex- 
ecutive vice president of Guaranty 
Bond and Finance Co^, the parent 
companies, is chairman of the board 
of the broadcasting operation, a di- 
versification for the company. 

No changes in the station's staff 
are anticipated. Principal stockhold- 
er in the station prior to the Novem- 
ber sale was Boyal Street Corp., 
owners of WDSU Broadcasting Co. 
of New Orleans, one of the best- 
known stations in the South. 

Gross, Rollins report 
revenue, profits up 

Local sales paced a general increase 
of 8% in broadcasting revenues dur- 
ing 1963, according to Gross Tele- 
casting president Harold Gross. 
Revenues totaled $2,813,053 com- 
pared to $2,610,095 in 1962. Operat- 
ing expenses were $1,399,564 against 
$1,297,447 the previous year. Re- 
sulting net income after taxes was 
$683,489 or $1.71 per share, com- 
pared to $662,648 or $1.66 per share 
in 1962. 

A 25% increase in dividends and 
a sharp 46% increase in earnings 
were reported by Rollins president 
O. Wayne Rollins. For the nine 
months ending Jan, 31, 1964 rev- 
enues were $6,328,508, with a cash 
flow of $1,509,308 or $1.57 per share 
and net earnings of $644,361 or 67 
cents per share. 

The report was issued last week. 
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iMPiaB some strange reason the ad- 
I vertSsing fraternity denies its 
fWn Me e?eperienee when making 
oommerciais. Often admen disre- 
gard completely real sounds, na- 
tural situations, average people, 
.Bid g logical sequence of experi- 
ences.." 

I t¥ith such comments Tony 
Sdroartz* well-known soxrnd ex- 
pert criticizes the current approach 
1» radio and TV commercials. He 
|S a great believer in reality and 
kowns upon the heavy or improper 
^afe of sound studios, copywriters, 
and research. Schwartz works di- 
fS*SJy with the product and the 
people, recording in taxis, on the 
'Street, in stores — wherever people 
are. 

Among his most celebrated com- 
mercials; (radio) American Air- 
lines, Hoftflun Soda, Carlsberg 
Seer, Quaker Gats, Pine Brother's 
Dough Drops, (television) Hunt's 
TWiato Catsup, Laura Sendder's 
Potato Chips, Birds Eye, Mennen's 
baby powder, J&J baby powder, 
Ivory Snow, Alcoa Aluminum, In 
IQtO Schwartz estimates that he has 
handled the sound element of some 
I&Q radio and TV commercial^ 
rmany of which have won awards 
in the United States and abroad, 

Schwartz is not a sound effects 
iftecMist. He designs with sound, 
pioneering a new- approach with 
each job he does, 

"To be* made properly a com- 
mercial needs sound direction," 
kpyi* Schwartz. "Sound direction is 
the word I apply to the Work of 
iftomeone who handles sound in ah 
its dimensions: sound to e*pross 
emotions and motivate the theme; 
the perspective and projection of 
founds beiievability of voices in re- 
lation to the script; proper integra- 
tion of music and situational 
[$0tfrMs.- 

"Today most radio and TV com- 
mercials are conceived, written, de- 
signed, and even sold before they 
came Into contact with sound. Yet 
in radio the commercial is totally 
Communicated through sound, and, 
in television sound is the partner 
of the visual. Sound is considered 
'm a stepchild," Schwartz contends. 

But with all his strong feelings 
far sound, Schwartz has an in- 
depth knowledge of art as well. He 
was a former agency art director 
and. medal winner in the New 
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Sound shouldn't 
be an afterthought 

Tony Schwartz, sound designeron 700 odd commercials, 
gives admen a verbal whipping for relying too heavily 
on studios* research, copywriters instead of reality 




A casual approacli, iehwartt has the ability to male his subjects relax and talk naturally 
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York Advertising Art Directors 
Club. He studied at Pratt Institute 
and in 1948 co-founded an adver- 
tising agency. The Wexton Co. 
Audio work developed gradually 
out of his hobby. 

Now, 40, and good many records, 
tape recordings, and commercials 
older, Schwartz has formed some 
opinions of radio and TV thinking 
on commercials. 

"Admen demand that commer- 
cials, as well as print ads, which 
will be seen many times by the 
same viewer, reveal themselves on 
the first viewing. I believe this is 
wrong. Commercials that fully re- 
veal themselves on the first view- 
ing actually lose their value and 
ability to sell on repeated viewing," 
he maintains. 

"In life we find that we increase 
our understanding of people and 
situations with more exposure and 
viewings. I wonder how many ad- 
vertising people knew they were 



going to marry their wives after the 
first date, for example." 

Because of this time element, 
testing is often meaningless, 
Schwartz says. "Some of the most 
successful commercials I've done 
have tested poorly," he contends. 
"A good commercial is like a per- 
son. It takes time to know it and 
love it. A commercial has a life 
sometimes up to 100 viewings. Yet, 
admen think you're nuts if you 
bring these things up." 

One very controversial idea — es- 
pecially to copywriters — is that of 
starting with the people's extempo- 
raneous comments on tape, rather 
than a set script. Many copywrit- 
ers feel it is a threat to their func- 
tion, but Schwartz feels it only 
changes their function. Instead of 
writing words they should integrate 
the natural voices into the script. 
Copywrites should organize a con- 
cept or frame of ideas. 

"Working directly with sound 



and tape can bring a new dimen- 
sion to commercials," he says. "A 
written script can hardly convey 
the full color, emotion, and char- 
acter of situations and personal- 
ities." 

The tape recorder makes pos^ 
sible a new type of writing, accord- 
ing to Schwartz. A person can take 
out a small machine and capture 
the words of people as they are in 
actual situations. These captured 
words, of natural color and char- 
acter, can be edited to create a new 
script, one that can be heard. 

"Why, if you want to reach an 
audience and impress it with the 
truth of a statement, should yoit 
start with something that has to be 
artificially created when it is pos^ 
sible to start with something real?" 
Schwartz questions. 

"When a script is read, words 
have to be added to bring out color 
and dimension. But if the words 
arc originated orally and put di- 




A small portable microphone makes it easy to record anywhere. Schwartz makes no attempt to block out natural sounds. They add res 



sponsor 




reetty on tope, -die color: Is already 
gaptnred, The frequent mistake in 
the wrfttog of scripts,'* Schwartz 
contends, *is the mnfusion of the 
writing, of the words to be seen and 
the writing of the word to be 
hftaT-d* 

To ensure- best results the sound 
expert recommends that agencies, 
submit tapes to the client instead 
of scripts, "You can't visualise 
sound anymore than you can talk 
layouts,' 1 lie says. 

When a commercial calls for kids 
Sskwartz uses teal ones 100% of 
the time. "A typical child is not 
only like the kid next door, but 
mn he the kid next doat" he says, 

In the majority of cases where 
agencies work on. commercials: us- 
ing children the parts are not con- 
ceived properly, according to 
Schwartz. For a product that is 
used by five-te nine-year-olds, 
agencies sometimes plan situations 
that naturally itmjfa® three-year- 
oidss. Schwartz contends that the 
children should form their own re- 
action to the product. If they make 
a mistake in pronunciation, or 
giggle% leave- it .in. Schwartz sug- 
gests that admen seriously study 
the age* education, Charm, and 
personality of the mdividnal child, 
"*A four-year-old child who can 
barely count to 10 certainly cannot 
tell us about m and 44/100% pure," 
he states* "% the same token ad- 
men shouldn't put nine-yiear-olds 
into a sandbox or send three-year- 
olds to the supermarket.'* 

Real people, in addition lo 
spokesman of actors can be used 
and sometimes are more effective, 
Schwartz feels, 4 'In a commercial I 
worked on for a food manufacturer, 
the sponsor ivanted listeners to feel 
and believe the product was de- 
licious. If the announce!' had simply 
said .so, no matter how well he 
spoke, the believability of the mes- 
sage would have been questioned 
by the hitener. I recorded a persdft 
eSXmg the food and obviously en- 
joying it. He told about it, by pro- 
duct name,, with his mouth half 
full of it. If was successful and a 
believable 'sound photo*, projecting 
a strong: feeling of delicious with- 
out using' the word. 

The time has come to pass whsn 
hearing a real person can be a plus 
factor and using an announcer can 
be a mSw® factor according to 

;Skrmh % MM 




Children are of special interest to Schwartz. He believes kids should not be made to 
read lines, but react naturally to products in relationship to their experiences 




Real people can endorse products. Many times use of annmuncer has a negative effect 
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You'd realize there's a world of 
difference in picture taking... 
especially that feeling of now 
which comes from one who paints 
a picture with the magic of 
words and movement. This is 
reflected vividly each day as 
Captain Max, in the 820 NEWS 
'COPTER, captures the action 
of traffic on the main arteries 
into the business area of Dallas. 
Hovering over the city during 
the prime morning drive time, 
Captain Max relays full reports 
on the traffic picture for 
NEWSCOPE ... alert, timely in- 
formation, exclusive in the mar- 
ket. The 820 NEWS 'COPTER 
offers eye-witness reports on 
traffic conditions, highway emer- 
gencies, detours, driving hazards. 
A sharply focused picture that 
moves with the times ... An- 
other example of Quality Touch 
journalism. Call Petry for your 
spot reservation on the 820 
NEWS 'COPTER. 
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THE SOUND OF 
THE SOUTHWEST 

WFAA — AM-FM-TV 

Communications Center — Dallas 
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Edward Petry & Co., Inc. 



Schwartz. Listeners know that the 
announcer is simply a salesman for 
a third party, he points out. 

Schwartz doesn't believe in tell- 
ing everything, but making people 
feel it. Often sounds are sufficient 
without words. The sound of a boy 
struggling with a catsup bottle, the 
plop of the catsup when the bottle 
opens, and the sigh of satisfaction 
which Schwartz used in a Hunt's 
Catsup commercial is one example. 
It doesn't tell people to go out and 
buy catsup, but indicates how 
much it is appreciated and makes 
them want to buy it. Telling people 
doesn't work. If you tell people not 
to buy a book many will run right 
out and buy it, he says. 

Schwartz cautions admen on the 
overuse of the sound studio for 
commercials. "A studio is a darn 
good place to record when you 
want to control sound, but often it 
detracts from the reality of the sit- 
uation. True, you can't control 
reality but you can use it. The na- 
tural sounds around the subject 
which may appear to be intrusions 
add reality. A real recording is vir- 
tually unmistakable." 

In his constant drive for reality 
and believability Schwartz often 
uses people from minority groups. 
But in broadcast advertising there 
is a feeling that the exclusion of cer- 
tain people enhances the believ- 
ability of the commercial, he con- 
tends. 

There have been recent attempts 
to deal with integration in print 
advertising, he points out, but there 
is little integration in broadcasting. 
The agencies are still not using 
voices which suggest a minority 
group or local accent. 

Example: A while back an 
agency asked Schwartz to please 
remove the voice of a Negro in a 
commercial he did for them. An- 
other agency asked that a Spanish 
woman's voice be removed from a 
commercial. In both cases the 
agency people were moved by 
what the voices said. They wanted 
the words kept but without ac- 
cents, please, Schwartz remembers. 

For an idea of creative use of 
sound one only has to look at suc- 
cessful commercials Schwartz has 
helped launch. 

Mennen's Genteel — a visual 
and sound story of a baby being 
bom and bathed. 




Little integration in commercials. Adffif 
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Birds Eye — thoughts of house- 
wives while looking through the 
store freezers. 

American Airlines — about 30 
commercials on sounds of the cities 
they serve. 

Carlsberg Beer — the same 
script read differently for four dif- 
ferent commercials. The recordings 
show clearly how personalities give 
words new color and various inter- 
pretations. 

Hoffman Soda — about 40 com- 
mercials in 1960 and 1961, record- 
ing children in various situations 
with the product. 

Schwartz has worked with a 
number of different agencies in- 
cluding Young & Rubicam, Ted 
Bates, Doyle Dane Bernbach, Ben- 
ton & Bowles, Grey, and Foote, 
Cone & Belding. 

Some of his very first work on 
commercials was with Steve Franks 
furt, now vice president and crea- 
tive head at Y&R, on J&J commer- 
cials. Over the years Schwartz has 
worked closely with Frankfurt, is 
currently collaborating with Frank- 
furt on tapes for an upcoming 4A 
convention and some new Johnson's 
baby commercials. 

At Benton & Bowles Schwartz is 
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groups are atypical, Schwartz disagrees 



on a non-exclusive retainer basis 
to do ex^ertoental work. He has 
ilremdy worked on Gravy Train, 
Uban coffee, Pine Brother's, Crest 
and others. The agreement was; 
reached one day when Gordon 
Webber, v.p. and director of broad- 
©ajt commercial produetion, asked 
Schwartz to gather some samples 
of his vsork for Proctor & Gamble 
executives to hear. Schwartz said 
he did riot want to show them 
what he had done as that would 
mt an Just modifying old ideas. He 
preferred to experiment and show 
them what he could do to fit the 
needs of each product. Webber 



It is the agency with a relatively 
free creative atmosphere that 
Schwartz feels turns out the, best 
work Por this reason he respects 
the Ogilvy, Benson & Mather and 
Doyle Dane Bernbaeh climate, for 
exifnple., 

Schwartz is a new kind of animal 
called a. "creative thinker' J now 
creeping into film and commercial 
work. These people ate not just 
photographers, sound men, tv and 
print art directors^ but men who 
ktiGw and understand the whole ob- 
|BCtfee k 



Damage to the creative concept 
can com© from in or out of the 
agency. "Often yon have a deaf cli- 
ent with Ms hearing aide turned 
off," he says. It can also, come from 
research, he suggests. "Research is 
often used to destroy commercials 
and not to help," he contends, For 
example, Schwartz had a job where 
be was told the concept of softness 
in a similar commercial was suc- 
cessfully brought in during the last 
20 seconds, so that should be the 
formula to follow. "That s like tell- 
ing an author that the main char- 
acter should enter on page 23 be- 
cause it was so in another success- 
ful book." 

Sound is not merely used for 
commercials by Schwartz. To him 
sound is an art, a hobby, a means of 
getting to know other people and 
places, something to feel and see as 
well, as hear. 

Not long ago Schwartz gave a 
program at the Museum of Modern 
Art to a packed auditorium. Among 
the items heard were a biography 
of his niece's voice, tracing its evo- 
lution from the time she was a few 
hours old until she was ten, voices 
of people all over New York of 
many different nationalities giving 
their conceptions of Abraham Lin- 
coln,, and taped comments acquired 
at; the Metropolitan Museum of 
people contemplating Aristotle Con- 
templating the bust of Homer. 

A remarkable catcher of sounds 
and rhythms, Schwartz has also 
made a dozen or so records for 
Folkways on such subjects as "A 
Dog's Life" (sounds of a dog, his 
master,, and the dogs and people 
they meet) , 'T, 2, 3 and a-Zmg Zing 
Zing" (street songs and games of 
the children of New York, and 
"Sounds of My City (a documen- 
tary Of sounds in New York includ- 
ing the people, the subway, con- 
struction, street-selling, musicians). 

In addition he appears on 
WXYC radio regularly, NBC Moni- 
tor and CBS Radio Workshop oc- 
casionally. 

But when it comes to sound in 
commercials Schwartz is not inter- 
ested "soft sell ' or "hard sell' but 
"deep sell" and believability. If the 
idea of reality is to became an in- 
tegral part of commercials then 
sound may be considered as a start- 
ing- point In planning commercials 
for the future. P 




You'd be like the master silver- 
smith ... a man excited by each 
challenge to better his best. 
With our NEWSCOPE program 
we're doing just that, offering 
a fresh concept in radio jour- 
nalism. The most thorough news 
program on the air has three 
completely updated half-hour 
segments of news in-depth,., 
in morning drive time. Each pre- 
sents its own challenge with a 
fresh look at the Southwest, 
Dailas-Ft. Worth area and world 
plus two weather summaries 
(not just forecasts), business 
briefs, sports, a direct report 
from Washington and, of course, 
our News 'Copter traffic serv- 
ice. Nowadays you don't find 
many master silversmiths... 
and you don't find many 
NEWSCOPES, either. Want that 
Quality Touch? Call Perry. 
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Lindau to head sales for 
Washington-area station 

Roy C. Lindau is the new sales 
manager of WE AM Arlington, Va. 
The station is one of six compris- 
ing the Thorns 
Radio-TV En- 
terprises. 

For four 
years prior to 
joining WEAM 
in the fall of 
1963, Lindau 
was sales man- 
ager of Tape- 
Films, a sub- 
sidiary of MPO 
Videotronics. He began his broad- 
casting career at WHA in Madison, 
Wis. while attending the University 
of Wisconsin. 



Insurance firm buys 
Nashville FM outlet 

Life and Casualty Insrance Co. of 
Tennessee, a force in Nashville AM 
broadcasting via its ownership of 
50-kw WLAC, is expanding into the 
area of FM with the acquisition of 
WFMB Nashville. 

Seller of the 35-kw facility is 
Great Southern Broadcasting Co. 

Plans for the new property are 
being coordinated under its new 
general manager Robert L. Dudley, 
who is also administrative assistant 
of WLAC, Inc. Initially, letters will 
be changed to WLAC (FM), the 
transmitter and antenna will be 
moved to the top of the Life and 
Casualty Tower, and the program 
format will be changed to good 
music, educational shows, and local 
and national news highlights. Also 
on the agenda is an increase in 
power to 100 kw. 

Intermountain shifts 

affiliate in Billings 

KOHL Billings has replaced KBMY 
as the affiliate in that market; and 
KVOW Rivcrton, Wyo., replaced 
KOVE Lander. Expanding, the net- 
work added KBAR Burley, Ida., to 
its list as a full-time affiliate. Inter- 
mountain Network now numbers 
67 stations in Utah, Idaho, Wyom- 
ing, Montana, Nebraska, Colorado, 
Nevada, North Dakota, and New 
Mexico. 




TAC shows aren't tame. Scene above is from WBNS TV-made documentary on alcohol 
SYNDICATION & SERVICES 

TAC ticks off ne 

Program interchange grows as newest force in static 
field, plans assault on major agencies, advertise! 



In a matter of a few weeks, agency 
timebuyers, media strategists and 
account personnel will be hearing 
more from a steadily-growing "third 
force" in programing, Television Af- 
filiates Corp. 

At the moment, TAC is best 
known at the local TV level, since 
in essence it is a program "inter- 
change" operation, rather than a TV 
syndicator. TAC shows have sel- 
dom had difficulty in latching on to 
strong local and sometimes regional 
advertiser clients, and have oper- 
ated widely as spot carriers for na- 
tional accounts. 

What's been lacking, up to this 
point, is recognition on the part of 
Madison Avenue — an irony, consid- 
ering that TAC v.p. Robert Weis- 
bcrg's office looks out on the busy 
intersection of the agency-filled 
street and Manhattan's East 59th 
Street. Weisherg, and other TAC 
officials, are putting the finishing 
touches on a campaign that will be 
a "concerted effort" toward "telling 



the TAC story to major broadcast 
buyers." 

TAC's story, so far, is impressive. 
In just a couple of TV seasons, TAC 
membership (more on this in a 
moment ) has jumped from a stand- 
ing start to a total of over 70 sta- 
tions, including TV outlets in the 
Triangle and Taft groups. In 1962, 
TAC-handled TV shows were tele- 
vised a total of 439 times; in 1963, 
this figure jumped to 1,229 times. In 
1962, the TAC program library con- 
sisted of 50 locally-produced TV 
shows, some produced on film, some 
on tape, with most landing in the 
half-hour length and nearly all in 
the "actuality-informational" cate- 
gory (TAC prefers to call such 
shows "non-fictional"). In 1963, the 
program library grew to 150 shows, 
including two scries of 13 shows 
each. This year, TAC has added 
new shows at the rate of one per 
week. 

Membership in TAG is something 
like membership in a co-op; stations 
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rf Weinberg is "gijtMiWg 
of; TAC,, kamt?$ programing 
Mm& as m-fiim-bnyer 



V gains 



ma draw oa the TAG library, while 
offering their own sbows for library 
lifting. Naturally, same shows are 
more popular than others, and at 
the end of the fiscal year yield a 
sizable dividend for the producing 
station or stations, 

The production investment by 
TAG stations in local-level shows, 
to date, is on the order of $250,000 
— small potatoes in terms of a 
'glossy, network-level, star-studded 
Christmas special, but a big deal at 
the station level,, as any program 
director will tell you. 

Why should stations want to rent 
'local-level shows from each other 
when networks and syndieators pro- 
vide a growing amount of non-fic- 
tion, actuality material? Weisberg 
provides one Slue to TAG's success 
in these words: 

"Every station in the country has 
at least One potential show it can 
do that is of national interest; it 
may be an event like the New Or- 
leans Mardi Gras. Or, as in the case 
of a TAG station in Norfolk, a show 
fin the ''supersonic snoopers* that 
keep an eye on Cuba, Or, it may be 



an Indianapolis station's program 
on 50 years of racing at the Indian- 
apolis Speedway. This sort of pro- 
graming, which is done on the basis 
of deep local knowledge if not big 
network budgets, has wide appeal." 

TAC doesn't begin and end with 
station-produced shows which sta- 
tions sell back and forth to each 
other. Weisberg and his staff have 
put together reels of weather shows, 
children's programs, newscasts, and 
other local TV activity in order to 
cross - pollinate station creativity. 
( It works; too!" says Weisberg, 
who cites the ease of a large North- 
west-U.S. outlet which revamped its 
nightly weather show on. the basis 
of production techniques used sev- 
eral thousand miles away bv 
WLAC-TV Nashville,) 

TAG's newest gimmick: a de- 
tailed "Production Directory" which 
TAG stations can use to: commission 
out - of - town program segments 
(such as a New Orleans sequence 
in a show on jazz being produced 
by a station in Maine) of special 
news coverage (such as a visit of 
the mayor of Columbus, Ohio to 
Cape Kennedy, if he should choose 
to do so). It's a major aid to pro- 
grammers at TAC stations. 

The future of TAG looks good, as 
Weisberg sees it. "Even the FCC 
thinks we're a good idea, and now 
includes "exchange programing' for 
credit in its station reporting forms," 
lie says. ■ 

Three film producers 
take larger quarters 

Three commercial producers last 
week announced the transfer of 
their Offices to new quarters, all as 
the result of new expansion and 
development projects, 

Pintoff Productions, expanding 
further into live-action filming, has 
acquired new facilities at 339 East 
48th St., New York, where the 
seven-year-old firm will occupy the 
entire building, Completely new 
live-action sound stage, editing 
raom, 35mm interlock theater are 
added to animation and optical- 
operations facilities^ 

Bascli Radio & Television Pro- 
ductions, formerly at 1? East 45th 
St., New York, has moved into 
larger offices at 25 West 45th St. 

The Film-Makers, new Chicago 
film-production outfit, has expanded 



into larger administrative and stu- 
dio quarters at 615 North Wabash. 
Included is Stage 4, an insert stage 
for extreme closeups, time-lapse 
sequences, and food and product 
set-ups. Move coincides with Film- 
Makers' first anniversary, 

APS programs 
two new series 

Two new projects — for the New 
York Stock Exchange and for Amer- 
ican Can's Dixie Cup division — 
have been announced by A.P.S., 
Inc., New York producer and dis- 
tributor of radio-television program 
materials. First project, for the 
stock exchange, is a 26-show radio 
series, constituting "sort of a home 
course in finance and investing for 
America's homemakers as they busv 
themselves with household chores," 
company spokesman explained. 
Program to be aired over some 
1,000 radio outlets throughout 
country. Second project, for Amer- 
ican Can, is open-end interview 
series telling story of Dixie Cup 
dispenser on 75 TV stations. 

Armistead TV acquires 
I PI tape equipment 

Acquisition by Mark Armistead 
Television, Inc. of video tape equip- 
ment and facilities of International 
Productions, has been approved by 
IPI shareholders. Transaction is 
said to make Armistead the largest 
and most complete, independent, 
video tape facility in the television 
world. Armistead, currently con- 
verting its newly acquired Allied 
Artists Studio into a tape center, 
also lists three black-and-white 
mobile units,, color tape unit, studio 
facilities at Steve Allen Playhouse. 

Sonny Hayes scores 
again — and again 

New music scores for three differ- 
ent TV sponsors have been com- 
pleted by Sonny Hayes Produc- 
tions, music house that specializes 
in film -commercial scores. Projects 
are for the following: Ideal Toys — 
series for three new items, to be 
placed through Grey Advertising; 
DuPont — new series for its Teflon 
process, through N, W. Ayer; Col- 
gate-Palmolive — music and spots 
for a new cosmetic product, via 
DA rev Agency, New York. 
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Many are claimed as readers. 



(by the advertising trade press 



Enough of astronomical figures. Forget geometric 
rates of expansion. Let's see how few really do the 
choosing. To be ultra-generous, you still can't figure 
more than 2,000 national timebuyers, by job title 
or function. This isn't just our opinion. It's the 
opinion of just about every national representative, 
as well. Want to add the people who exercise some 
degree of influence? Let's. This adds another two 



do the choosing 

to four thousand, Thus, in order to measure up, 
your advertising must take the measure of roughly 
5,000 people. 

To reach the few who do the choosing must you 
buy five-figure box-car circulation? No. 5,200 
copies of sponsor (more than 50% of our total) 
go to agency and advertiser readers — to timebuyers, 
other media personnel, account executives?, plans 
board members, research people, ad managers, and 
others concerned with buying radio and tf • We 
don't burden sponsor circulation, or you with big 
gobs of peripheral readers who eventually must 
affect our editorial content so that it veers away 
from strong agency /advertiser emphasis. We edit 
sponsor 100% for buyers — not for sellers. We 
do it with news. We do it with features^ We do it 
with "how-to's," We do it with think pieces. We 
do not do it with numbers. 




The Happy Medium Between Buyer and Seller 




My Bags 
Are Packed 



After sixteen months, I'm 
leaving the agency business 
to return to broadcasting . . 
where I belong. 

If you're looking for a 
man with a successful broad- 
cast record, I may be your 
man. 

I was formerly associated 
with a major Time-Life sta- 
tion as salesman, local sales 
manager, general sales man- 
ager, and station manager. 

I am thoroughly familiar 
with group ownership poli- 
cies and practices, FCC regu- 
lations, programming, P and 
L statements, budget- 
ing, promotion and publi- 
city. And I am long on 
sales . . . accustomed to be- 
ing compensated on a per 
cent of the net profit. 

I am 38, married, have 
five children, and am in ex- 
cellent health. 

Resume and references on 
request. Personal interview, 
including discussion of sal- 
ary, at your convenience. 

76ank *Jzan2 

Post Office Box 88231 
Indianapolis, Indiana 
Phone AX-14589 



NATIONAL FILE 



ADVERTISERS 

C. VV. Plattes, General Mills' direc- 
tor of marketing for cereals, pet foods, 
potatoes, and casseroles, and D. F. 
Swanson, director of marketing for 
flour, dessert mixes, and banking 
mixes, both appointed by GM board 
to vice presidencies of Grocery Pro- 
ducts Division. Plattes joined Minn- 
eapolis company in 1947 in public 
relations department and transferred 
to Grocery Products in 1956. Swan- 
son, former advertising manager of 
Betty Crocker Mixes, has been with 
General Mills since 1949 in sales and 
marketing assignments. 

Robert J. Piggott, director of adver- 
tising for all eight divisions of Pet 
Milk, St. Louis, promoted to new pos- 
ition of director of marketing serv- 
ices. To advertising coordination he 
adds responsibility for home econom- 
ics, market research, and trade rela- 
tions departments. Formerly with 
Ralston Purina and Grove Labs, 
Piggott joined Pet in 1957 as adver- 
tising manager. 

Henry L. Gellermann, advertising 
and public relations director of Bache 
& Co., New York, named a general 
partner. Also named partners are 
Adrian C. Israel, who also assumes 
post of chairman of the executive com- 
mittee; Leo D. Bretter; William J. 
Carey; E. I, O'Brien; Martin Glatter; 
Monte J. Gordon; William M. Martin; 
Kevin F. Reilly; Alexander C. 
Schwartz, Jr.; and Frederic J. Wey- 
niar. 

Charles G. Brown appointed direc- 
tor of market research of S. C. John- 
son & Son, Inc. of Racine. Previously 
Brown was market research director 
of Purex. 

Robert B. Hetrick, regional adver- 
tising manager of Jos. Schlitz Brew- 
ing, Milwaukee, appointed advertising 
and merchandising director for Schlitz 
Malt Liquor. Earle C. Albright, 
Schlitz regional account executive at 
Leo Burnett, returns to Schlitz to suc- 
ceed Hetrick as manager of regional 
advertising. He was with company 
from 1949 to 1958 in advertising and 
merchandising capacities. 




Albright 



William K. Beard, Jr., president of 
Associated Business Publications, will 
head the Jury of Awards for the Ad- 
vertising Federation of America's 
1963-1964 Ad Club Achievement 
Awards, and the Robert M. Feemster 
Memorial Awards Competitions. 

Albert H. Diebold, co-founder o| 
Neuralgyline Co., predecessor firm to 
Sterling Drug, was buried last month 
in New York, after his death in Flor- 
ida at age of 91. Diebold also par* 
ticipating in founding of another com- 
pany that developed into drug indus- 
try giant, American Home Products. 

Robert S. Perry, vice president of 
the Gillette Co., Boston, has been 
named managing director of its Con- 
tinental Division, directly responsible 
for the company's overseas operations, 

Paul D. Allman, president of the 
Cracker Jack Co., Chicago, appointed 
vice president and member of board 
of directors of the Borden Foods Co. 

Bert Hochman promoted to newly 
created post of public relations man- 
ager of Lever Brothers Co., New 
York, and Warren Gerz moves to new 
post of community relations manager. 
Hochman was formerly news bureau 
manager and Gerz formerly radio 
and TV publicity manager. 

Lee McVickar Durand to the Cli- 
matrol Division of Worthington Air 
Conditioning, Milwaukee, as adver- 
tising assistant. He comes from Slater- 
Rost Studios, Milwaukee. 

Robert W. Young, Jr., promoted to 
newly created position of corporate 
vice president-marketing of Colgate- 
Palmolive Co., New York. Young 
moves from the Household Products 
Division. 

Joseph S. Atba of Kansas City 
elected to board of directors of Proc- 
ter & Gamble. He is also board chair- 
man of the Folger Coffee Co., a P&G 
subsidiary. 

Orville E. Isenburg, formerly man- 
aging director of B. F. Goodrich Iran 
S.A., named general sales manager of 
B. F. Goodrich Industrial Products 
Co., Akron. 

C. D. Haworth appointed manager, 
broadcast media, for General Mills, 
Minneapolis, reporting to M. A. Sou- 
ers, director, media and shows. 



AGENCIES 

Curtis Berrien joined Needham. 
Louis & Brorby, Chicago, as executive 
vice president in charge of creative 
services. He was also added to the 
board of directors along with Paul E. 
Belknap, senior vice president; Paul J* 
Schlesinger, vice president; and John 
A. Willoughby, vice president and 
managing director of NL&B of Can- 
ada Ltd. 
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pennis %. Shearman to N. W. 

Ayer & Sob's New York office on the 
.Sealtest account. He comes from Arks 
[Jfgblicfty, Ltd,, komdon, 

Alexander Anderson and Maxwell 
Arnold named, associate creative di- 
rectors at Guild. Baseom & Jjoniigli, 
New Ymrk,, A member of the board, 
Anderson has been with GB&B for 
14 of its 15 years. Arnold was the 
agency's cony director. 

Albert Samuelson appointed writer- 
producer at Gardner Advertising, St. 
JtjBois. Formerly he was with Warner 
Sim. television division, 

Mrs. Elizabeth C. Pita named vice 
president at Oompton Advertising;, 
Mew York. An assistant creative di- 
rectee, she moved to Comptan from 
jfettton & Bowles in 19S9. 

Robert W. Allrrch, vice president 
and account supervisor at John W. 
ittaw Advertising, Chicago;,, appointed 
ehaitman of the Plans Board. 

Thomas A. FUkington joined Ed- 
ward M. Weiss and Co., Chicago* as an 
aMOJlht executive. He was formerly 
marketing services manager for In- 
land Steel Container Co. 

Rfehard C. WMfe, director Of mar- 
keting at Doherty, Clifford, Steers & 
H^ettJteM* Mew York., named a vice 
president 

Edward L» Hand, Jr*» president of 
Yptig & Riihieam, New York, re- 
named chairman of the Advertising 
Division of the American Cancer So- 
ciety,, New York City Division's 1964 
April Cancer Crusade. 

Francis A. MahlD, Jr>» vice presi- 
dent and -general .manager of Grant 
AdYfertising, San Francisco, elected to 
hoard of directors of Pacific Air 



Edward f*. EtOrrity joined Brick 
MuJier, Draper, Swearingen, Dorrily 
11' ss-tO'lkholder and vice president. The 
new Memphis agency results from 
merger -of Brick Muller $ Associates 
and Draper/ Swearingen & Co. 



Se Par,ker f N W. Ayer copy- 
writer since 1954, named copy group 
director in agency's, Philadelphia head- 
quarters-, 

Mrs. Gloria Dtavis^ broadcast writer- 
producer for MaeManus, John & 
Adams, B 1 o om f ie Id Hi lis, M Ich .. , 
named director of broadcast produc- 
tion for the Twin Cities office. Other 
new appointments Include Pant Kon- 
slerlie,, art director, and Bill Persons, 
t'opywriter» 

C Burt Oliver has sold his interest 
in the MelVin Co, Las Vegas, to 
agency president Jack Melvin. 

Tmk Bidus, a broadcast copywriter 
Sfnce l»? for N. W. Ayer & Son, 

named a fopy group director in 

agency's Philadelphia headquartersi. 
march g r 1M4 





Din© Kotopoulhs joined Helitxcr, 
Waring & Wayne as associate creative 
director. Other additions to New York 
agency are William M. Fleiscliniann, 
advertising production manager, and 
Gilbert S. Harris, art director. 

Peter M, Sonfter elected vice presi- 
dent and board member of Henderson 
Advertising Agency, Greenville, At 
present he is account supervisor of 
the Pet Milk Co. Dairy Division, and 
Miles Products. 

Robert H» Riley, art director of 
Chuck Shields Advertising,, Atlanta, 
named vice president. Also promoted 
was Mrs. Clara Farmer to corporate 
secretary. 

Raymond MeArdle joined Street & 
Finney, as vice president and director 
of sales. He comes from Morse Inter- 
national Advertising Agency. 



TV MEDIA 

Lina Lee Ryan, 

director of sales 
research and de- 
velopment at 
KOTV. has been 
promoted to di- 
rector of advertis- 
ing and promo- 
tion for the Tulsa 
station. 

Starting in 
broadcasting with 
WJTV Jackson, 
Miss., Mrs, Ryan 
1958 as traffic manager. 

Ralph McFarland, production man- 
ager of WJBF-TV Augusta, moves to 
same post at KTVE El Dorado, Ark. 
He's been replaced by E. David Steele, 
Jr., who was senior producer at 
WMCT Memphis. 

Ronald F. Fa- 

gan has been ap- 
pointed p r o m o- 
tion director of 
Triangle's KFRE 
stations in Fres- 
no. He replaces 
Don Shepherd, 
who moved to 
Philadelphia to 
become promo- 
tion director for 
the WFIL sta- 
tions in Triangle's home c 

Pagan will continue also in his capa- 
city as merchandising manager, a post 
he held since joining Triangle in April 
19€3. For five years previous he had 
been "with the Fresno Guide, both as 
account salesman and media adver- 
tising executive,. 

Edward fi Carlson to assistant 
sales manager of WVUE-TV New 
Orleans, from account executive, 
Carlson is a former co-owner of 
WJBW New Orleans. 




VIRGINIA'S N0.1 TV MARKET 



1 



THE KATZ AGElSCY. inc 



2}? Television Magazine 




10:30 P.M.-Battlelirie 
(1st Run) 

11:00 P,M.-Newsline 

11:15 P.M.-Adult Theater 

10:00 P.M.— Stoney Burke 
11:00 P.M.-NeJwsline 
11:10 P.M.-ABC News Report 
11*40 P.M.— Late. Show 

Wonderful Florida Tele Vision 



WFTf 




ORLANDO, FLORIDA 

FOR AVAILABILITIES CALL 
BTA BLAIR TELEVISION ASSOCIATES 
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Ellison 



William N. El- 
lison has been ap- 
pointed program 
director of 
WNHC-TV Hart- 
ford-New Haven, 
replacing Harry 
Shoubin who 
moved to the Tri- 
angle station in 
Philadelphia, 
rector of opera- 



tions. 

Ellison has developed two program 
operations for new stations, first as pro- 
gram director of CJSS-TV in Canada, 
serving Montreal and Ottawa and, 
most recently, WBJA-TV Binghamton. 
Previously he was sports director of 
WHCU Ithaca, as well as music pro- 
grammer for WHCU (FM) and host of 
WHCU's "Teenage Dance Party." 



Bob Kost to director of public rela- 
tions and promotion for KSTP stations 
in Minneapolis-St. Paul. He was direc- 
tor of public relations for Murphy 
Motor Freight Lines for the past 16 
years. 

Harold Christiansen named business 
manager of WTTG-TV Washington, 
a post he held previously from 1959 
to 1962 when he was transferred by 
Metromedia from WTTG to newly 
purchased KMBC stations in Kansas 
City. 

Kenneth T. MacDonald, sales man- 
ager for WBZ-TV Boston, named to 
the newly-created post of assistant gen- 
eral manager of WJZ-TV in Baltimore. 

Ted Cary, freelance photographer, 
to WNBE-TV New Bern, N.C. as asso- 



WHAT'S IN THE MIDDLE 
MAKES THE BIG DIFFERENCE 




..and, IN PENNSYLVANIA, IT'S 

WJAC-TV 

In Pennsylvania, you just can't get 
anywhere without the big middle ! 
The "million dollar market in the 
middle! 'It's America's 27th largest 

TV market . . . and it's served by 
one station -- WJAC-TV! 




date film editor and member of the/ 
production department. 

Jack Steck, long-time WFlL exeeu 
tive, to the new post of talent super- 
visor for WFlL (AM & TV) Pbiladel 
phia. He'll continue his current duties 
as executive director of the WFIL Stu- 
dio Workshop., 

Richard Wookey to NBC-TV in BurJ 
bank as manager, casting department 
He has been a casting director sfij 
Screen Gems for almost five years 

RADIO MEDIA 

Frank Macaulay to corporate crear 
tive director for copy of Metromedia. 
He has been advertising manager of 
Crowell-Collier Publishing, creative 
director and manager of marketing 
services for the publishing company^ 
and advertising manager of NBC. 

Donald R. Clark to account execu- 
tive at KCBS San Francisco. He joined 
the station three months ago as na- 
tional sales rep, from account execu- 
tive at Schwabacher & Co. 

John O. Downey, CBS vice presi- 
dent and general manager of WCAU 
Philadelphia, named chairman of the 
Communications Committee for the 
1964 Folk Fair, a United Fund affair, 

Dale Moudy to general manager of; 
WSAI Cincinnati. For the past fivl 
and a half years he's been vice presi- 
dent and general manager of WING 
Dayton. 

John C. Sever- 
ino has been ap- 
pointed to the 
sales staff of 
WBZ Boston. 

He was form- 
erly with WCSH 
Portland, Me., as 
advertising ac- 
count executive 
and prior to that 
commercial sales 
representa- 
tive with the Liberty Mutual Insurance 
Company in Boston. While in Maine, 
he was the head coach of the Port- 
land Sea Hawks, a professional foot- 
ball team of the Atlantic Football 
League. 

SYNDICATION & SERVICES 

James W. Daisey has been named 
director of research at Bruskin Inter- 
national, a world-wide market research 
organization affiliated with R. H. Brus- 
kin Associates, and providing American 
business organizations with research 
facilities throughout the United King- 
dom, Common Market Europe, Scan- 
dinavia, Australia and New Zeajand, 
Prior to joining Bruskin International, 
he headed up his own research organi- 
zation, James Daisey Associates. He 
was at Daniel and Charles for over two 
years as vice president and director of 
marketing. 




Severino 
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THE WEEK IN WASHINGTON 



W&mimW &UEBAU $a&hington, £>.C*, Mar* 6 ; , I9;©4 

^2 I£ nejst week' s oral hearings . on FTC's proposed rales for 

Pu l ^ cigarette adwrtisdng follow the pattern of comment 

aa emulating at the Commission, the main whipping boy will 
cigare tte S be the If coigeriii al s directed at the young, 

The FTC 1 5 Bule g would forbid any advertising imp! i ca- 
tion by Right > swnd §r innuendo, that seeking jg in any way 
good for the smoker , cr that any particular brand is safer 
unless its Claim is scientif ieally provable;. The third rule 
further forbids gent Ion of tar and nicotine content not 
verified by approved testing. 

Blast-off Rule 1 Is, of course, the required "Caution I " 
warning on label and in advertising* that smoking is a 
dgfigg.if to health?. 

With rare e*cepti,on. r a locket of about ISO comments on FTC's 
tentatiyi rules leans hardest on the I"? eo-mmerelals directed 
at teenagers, or involving teenagers appeal in any way. 



In about 1QD aver- the -trans -oat letters penned, penciled 
or typewritten,, writers are not half as mad at the manufatt- 
1 e 1 t er s turer for making oigarettes*, as they are at advertisers f^y 

making them attractive. Smoking in glamorous and romantic 

situations ©Si the TV screen seems to rouse a moralistic 
fUfjr- in, fee iOttpmratiyelf small group of the citizenry 
i*^fir»I %m %# FTC by stories real in the papers. 

About a third of the, ailment was meiical, and tame in a 
. recast of FTC»s As so elate Chief of the division of 
i attest if '.fa opinions,, Sacs. Seorge Bobbsk 

lediical la this gm^ v too„ there m& 'Unanimity on Rule s to eurb 

comment fw&th appeal in cigarette commercials, mitMmgh the cooler 

sought heads of scientific* medical* civic and university spokesmen 

MM Some fault to find with FTC's other suggestions. 
Strongest opposition was to the extremes in the cautionary 
warning — Short long forms — in. Rule I* 
The Us.!* Chamber of C-lommerce is,, so far-,, the loudest 
official yeice raise4 against the ftc's specifics to ham- 
string alga-ret te advertising, 

S©if# The Chamber x taking a page perhaps from Rep*, Walter 

voice Rogers' recently successful approach, in his battle with the 

hear?!. FC;C OS ##«me!*fiRl rulemaking* says the Federal Trade Com?- 

missto'n 4® m sot haye authoiritf to set up "legislative" 
jfBlMs foil* this industry, without congressional directive. 

The iihwmber .does -not commit itself on the merits of 
controlling cigarette advertising per Se* It does state 
f jAtdy tha* 1* douhts the effectiveness of the- rules the 
KM! :ha;& laid out for oral argument 'here March 16, 
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Agency 
speaks 
up , t o o 



Standards 
proposed 



Only one advertising agency, Archer and Woodbury of Memphis, 
Tenn. had the temerity to comment on the FTC cigarette 
semantics. 

A & W, claiming no tobacco connections at all, says the 
public is already 99% warned on smoking. Also, if potential 
hazard requires warning, why pin the label on cigarettes, 
any more than alcohdl, ears, et al? 

Most unique and revolutionary suggestion submitted to the 
FTC's docket on cigarette advertising rules, is one to 
standardize size and require two types of filters on all 
American manufactured cigarettes. 

The idea came from Dr. Louis F* Fieser, of Harvard, one 
of the Surgeon General's 10-man advisory committee on 
smoking and health. Dr. Fieser takes little stock in the 
labeling and advertising aspects, apparently. He does say of 
cigarette TV commercials: "Don't show them puffing." Fieser, 
and a number of fellow-scientists, Relieves it is the heavy 
smoking that causes major damage — not occasional light-UpS* 
Dr. Fieser' s approach is one of controlled experiment to 
improve cigarette safety itself. 



Experiment 
for 

control 



With scientific indifferences to the anguish of ad copy 
writers, Dr. Fieser would limit each identical cigarette to 
a 70mm tobacco column. Each would have a cellulose acetate 
filter and a carbon granular filter. Manufacturers would 
have to make those improveemnts subsequently discovered. 

Once cigarettes are standardized, Dr. Fieser believes 
statistics could tell "in a few years" if this type of "im- 
provement" actually reduces mortality among smokers. At 

Cellulose acetate filters are known to remove up to 40% 
of tar content known to be carcinogenic to animals, and 
would equate reduction in the number of cigarettes smoked 
daily by the heavy user — the one "most endangered," Fieser 
points out. The carbon granule filter removes certain gas- 
eous elements and may do less harm to natural protective 
ciliary (coating) action in bronchi than non-filter. 



Dr. Scott Dr. Arthur Purdy Scptt of the Columbia College of Physicians 

differs and Surgeons also differed on FTC Rule 1 "Caution!" proposal* 

Dr. Scott advised changing first sentence from 
"Cigarette smoking is dangerous to health," to "Cigarette 
smoking may be dangerous to health." Or; "Excessive ciga- 
rette smoking is dangerous to health, " This wording may be 
less effective, but it is "more in keeping with the truth. 
» . . There seems to be little if any proof that the occa- 
sional smoking of a cigarette is a health hazard," 

The doctor does agree that ad appeal to the young 
should be curbed. 



If you lived in San Francisco... 




on KRON-TV 



"THE WORLD'S BEST 

RADIO ANNOUNCEMENT" 

GRAND SWEEPSTAKES WINNERS 

INTERNATIONAL BROADCASTING AWARDS 



• 1960 

• 1961 

• 1962 



"Chun King 
Chow Mein" 

"Saint Ives 
Rambler" 

"Banana Split 
Ice Cream" 



Freberg, Ltd. 
Spotmakers 
Ace Recording 



for B. B. D. & 0. 

for Anderson- 
McConnell 

for Kenyon 
& Eckhardt 



•1963 "YOU REALLY SHOULD "... 
ULLMAN MusiCreations, Inc. . . . 
FOR EVERY RADIO STATION 
IN THE WORLD! 




ULLMAN MusiCreations, Inc. WON THE GRAND SWEI 

STAKES! The competition was rough. Top agencies 
B.B.D. &0., J. Walter Thompson, McCann-Erickson 
Lennen & Newell... and people and clients like J 
Freberg, Ford, Maxwell House Coffee and Volkswagen 
submitted the best of their best. ,. more than 500 ent 
in the radio category from 18 countries. 

ULLMAN MUSiCreationS WON! And so did every radio 
tion in the world. "You Really Should..." is a part of "T 
FAMOUS Big Sound — already being used by hundred 
stations ... and available to all others. Unlike any of 
former winners— the same creative professionalisrrl ti» 
topped the best in the world — can be yours. "You Re* 
Should..." featured ULLMAN subscriber, WHDH, Bost 

A MASS MASTERPIECE! From the creating and produfij 
companies of the world's largest 'so-called' syndics 
comes the world's best radio announcement. And, it is t 
one ingredient among 65 individual services currently ff 
ing the programming and production needs of clients re% 
ing 90% of the Free World. 

We create it ALL... We produce it ALL... We sell it A 

MORTON J. WAGNER COMPANIES, Iff 

...in the BROADCASTER'S Interest, Nece: 
and Convenience . . . 

Sold internationally by 

RICHARD H. ULLMAN ASSOCIATES, IB 

5420 Melrose Avenue, Hollywood, California 90Qj 
Please call collect (213) HOIIywood 2-6027 




Making his second trip to the stage, Morton J. Wagner, President, accepts the International Broadcasting 
Sweepstakes Award from Phil Silvers for the World's Best Radio Announcement, 



